Cussons

OUR STRATEGY
FOR GROWTH

Focus| Scale | Accelerate



This year, we launched a new strategy for PZ Cussons.
This strategy provides us with a renewed clarity of purpose
and a solid platform For growth. Through focusing and scaling
up on selected activities that leverage what we do best, we
will transform our Company into a leaner, more agile business
and accelerate sustainable growth.

FOCUS SCALE  ACCELERATE

see page 16 see page 18 see page 20
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Building on our competitive advantage, we will
accelerate our growth by focusing on a few key
categories, brands and geographies, further
simplifying our business and scaling those ideas with
the best potential in order to accelerate our growth.
Our streamlined Group will focus on Beauty and
Personal Care brands in our key existing geographies
and high-potential new geographies where we have
the strongest right to win over our competitors.

In Nigeria, we will streamline our operations, control
our costs, Focus on a few core brands in Personal Care
and Home Care, and continue to invest in our
partnerships with Haier and Wilmar, as these
initiatives have the potential for disproportionate
growth as the economy recovers.
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OUR BUSINESS AT A GLANCE

PZ Cussons is a dynamic consumer
products group. We've created
some of the world’s best-loved

and most trusted brands.

OUR CORE BRANDS

Our focus will be on ten core brands
that will be optimised within our
largest markets or across markets,
and three core brands in our
partnership businesses in Nigeria:

FUROPE § THE
AMERICAS ASIA PACIFIC

AFRICA



OUR CATEGORIES
We operate in four categories:

Personal Care, including Beauty
(Europe & the Americas, Asia
Pacific and Africa)

Food & Nutrition (Europe & the
Americas, Asia Pacific and Africa)
Home Care (Asia Pacific

and Africa)

Electricals (Africa)

GOOD4BUSINESS

Sustainability principles are
integrated within all aspects
of our business:

+ Business governance and ethics
* Environment

» Sourcing

« Community and charity

SEE PAGE 51
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CHAIR'S STATEMENT

“I believe we have set solid
Foundations For a return
to sustainable growth
and long-term success.”

OVERVIEW

The Group's results for the year

were mixed: a combination of solid
performances in Europe & the Americas,
with strong growth in the Beauty business
unit and Asia Pacific, compared with very
disappointing results in Africa. As we
anticipated at the half year, the adjusted
profit before tax of £69.8m reflects

the negative impact of the extremely
tough macroeconomic conditions in
Nigeria, which has historically been

a key profit driver.

We cannot rely upon short-term economic
conditions improving significantly in our
key markets and are therefore taking
action to reposition the Group to return
to profitable growth.

A NEW STRATEGIC DIRECTION

During the year, the Board undertook

a comprehensive strategic review of

the Group’s operations. As part of

this process, we consulted our key
shareholders to ensure we understood
their aspirations for the Group. We also
engaged a third-party strategy consultant
to provide an independent external
perspective of the Group’s opportunities
for growth.

Following the review, the Board approved
anew strategy for the Group: Focus,
Scale, Accelerate, the key features

of which are as follows:

1. Focused investmentin core
Personal Care and Beauty brands
in geographies that can scale growth
The Personal Care category,
which includes Beauty, represents
our strongest brands across the
geographies that offer us the best
opportunities for revenue and margin
growth. By focusing on consumer
needs, understanding which
brands to drive, grow, transform
or maintain, and accelerating our
strategies for pursuing multiple and
changing consumer channels, we
can return the Group to sustainable,
profitable growth.



2. Simplification of Nigerian activities
ready for the market recovery
and continued investment in our
partnerships with Haier and Wilmar
Nigeria has a large, young and growing
population and, given our operating
footprint, represents enormous
potential. However, the country
has endured a prolonged period of
shrinking consumer disposable income
and we must ensure our organisation
fits current economic realities whilst
still being ready to take advantage of
future recovery. Along with prioritising
our resources and investment in fewer
categories and brands that have the
best opportunity to scale in Nigeria,
we will streamline our operations and
control our costs. This will ensure we
become more agile to deal with the
risks and opportunities in Nigeria.

Our Electricals and Oils businesses,

run in conjunction with our partners
Haier and Wilmar respectively, have the
potential to deliver disproportionate
growth as the economy recovers.

3. Disposal of non-core brands
We are reviewing the growth
potential of some of our non-core
brands. This will allow us to remain
focused on the opportunities that will
drive the biggest return in the future.
A more streamlined business will
enable us to concentrate on growing
PZ Cussons’ core portfolio. This will
ultimately result in a much greater
proportion of Group earnings coming
from Personal Care and Beauty. This
category provides us with our sharpest
competitive edge and offers the
highest margin earnings potential.

We have already invested in a more
streamlined operating model over the
past five years. Continuing to improve the
efficiency of that model and investing in

a more focused portfolio will enable us

to accelerate our growth.

DIVIDEND AND BALANCE SHEET

The Board reaffirmed its commitment to
maintaining the strength of the Group's
balance sheet. Low ongoing capital
expenditure requirements mean that our
net debt will remain below an internally
set maximum threshold of two times
EBITDA throughout the lifetime of the
strategic plan.

We have a long track record of dividend
growth over many years. More recently,
whilst the Group’s operating results
have been under pressure, the dividend
has been maintained but not increased.
Reflecting good cash generation and
confidence in our new strategy, the full
year dividend is maintained in line with
the prior year at 8.28p per share.

CORPORATE GOVERNANCE

Good corporate governance is an essential
characteristic of a sustainable business.
The Board is committed to maintaining
the highest standards of governance, in
line with our status as a listed company.

As announced on 13 June, Brandon Leigh
stepped down from the Board as Chief
Financial Officer. | would like to thank
Brandon for his more than 20 years of
service to PZ Cussons and to the Board.
The Nomination Committee has initiated
3 process to appoint an appropriate
successor for the role. In the meantime,
Alan Bergin, Commercial Finance Director
on the Executive Leadership Team, is
performing the role on an interim basis.

Having joined the Board towards the end
of the 2018 financial year, Dariusz Kucz
and Tamara Minick-Scokalo have brought
their considerable experience and fresh
perspectives to our discussions. | am
grateful to them and my fellow Directors
for theirinsight and wise counsel during
what has been a very busy year.

The relatively compact scale of the
Group's operations, combined with its
flat management structure, facilitates
excellent communication between the
non-executive members of the Board
and the Executive Leadership Team.
This sets the tone for a robust and open
governance culture thatisingrainedin
the business.

Our commitment to ‘doing the right
thing’ also remains as strong as ever.
During the year we continued to ensure
our products and our supply chain met
our Good4Business objectives, which
underpin everything we do.

OUR EMPLOYEES

The Board places great importance

on ensuring the Group's culture and
values are embedded in the organisation.
We therefore reward people based

on how their behaviour demonstrates
adherence to our values as well as their
day-to-day performance.

Developing the talent pool needed

to achieve our goals is a high priority.

Our mixed operating results combined
with ongoing skill shortages in some of
our markets mean that attracting and
retaining the right depth of talentis a
challenge. | believe that our new strategic
direction will highlight the energy and
vision in our business and prove attractive
to potential applicants —as well as
inspirational to our current employees.

All members of the Board travelled
extensively during the year, spending

time in and talking to employeesin our
key marketsin the UK, Australia, Nigeria,
the US, and Indonesia. My fellow Directors
and I never fail to be impressed by the
energy and enthusiasm our employees
bring to their roles —and | thank them
sincerely for all their hard work during

the year.

LOOKING AHEAD

Throughout its history, PZ Cussons has
embraced change and the opportunities
it brings. Our new strategy — Focus, Scale,
Accelerate - represents a significant
milestone for the Group. Our resources
and investment will be focused on fewer
key categories and brands in only those
geographies offering the best potential
for scale. Our operations will be further
streamlined, our cost base will be tightly
managed and we will act at pace. The
results from this will not be immediate,
but we expect 2019/20 to be an important
transitional year.

PZ Cussonsis a remarkable company.

We are fortunate to have talented and
committed people, a wealth of cherished
brands and enduring partnerships with
loyal suppliers and customers. As we
begin this next chapter in our story,

| believe we have set solid foundations
for a return to sustainable growth and
long-term success.

Caroline Silver
Chair
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A CONVERSATION WITH CEO ALEX KANELLIS

“Everything we're doing
now is directed towards
making the business more
sustainable, more profitable
and more resilient.”

Q: How would you sum up last

year’s performance?

Our results were mixed. We had
avery tough trading year with
challenges in Nigeria driven by weak
economic conditions, uncertainty

in the UK due to Brexit, and lower
inflation growth in Asia. Despite
these challenges, performance in
Europe & the Americas was solid -
especially for our US Beauty business.
In Asia Pacific, we saw the Australian
market recover and Indonesia also did
well. Our Nigerian business showed
some improvement in the second
half, but it declined overall.

How did you tackle the
various challenges this year?

We have implemented an approach
that focuses on all aspects of the
business. We prioritised resources
and investment on fewer initiatives,
concentrating on those brands

that show the potential to scale up
and deliver significant revenue and
good margin growth. Our popular
Foamburst variants of our Imperial
Leather and Original Source brands
in the UK are great examples of this,
and we saw excellent growth in

St. Tropez in the US.

We also continued to improve the
efficiency of our operating model
that we have been working on for the
past five years. This included reducing
the number of depotsin Nigeria

and Indonesia and progressing the
development of our regional finance
shared service centres. With fewer,
more efficient locations to process
and control our transactional needs,
we'll cut costs and improve our
service levels.

How will the new strategic
direction drive the business
forward?

Looking back at the last few years,
we've found it difficult to grow the
top line. We have been focused on
streamlining our operating model
and, as a leaner organisation, we
now need to focus on only those
activities that give us the best
chance for growth. Also, some of
the brands and geographies where
we have historically done well offer
little growth potential in the face of
changing consumer needs. With our
Focus, Scale, Accelerate strategy,
we have clarity about which brands
we want to back, what we want to do
with them and where we want to do
it. We don't need to be all things to
everyone. Our strength has always
been our ability to identify niche



opportunities in our key markets
and to act quickly to take advantage
of those opportunities. We are
renewing our focus on investing
our time, energy and talentinto the
brands and markets that really hold
promise for us.

Would you define the new
strategy as ‘evolutionary’
or ‘revolutionary’?

|tis a bit of both. The Focus, Scale
and Accelerate strategy is the next
evolution of the ‘selected categories
and geographies’ strategy we have
deployed for many years. However,
we are now focusing on fewer core
categories, brands and geographies.
We have been streamlining our
business model for the past few
years, but we will now simplify even
further, particularly in Nigeria, keep
tight control of our costs, and dispose
of non-core brands. The new strategy
enables us to concentrate only on
those categories, geographies and
brands that we can scale, accelerating
our growth for current and future
market conditions. We are also
stepping up a gear to apply even
more urgency to our efforts.

Which are your priority
categories?

In recent years we've invested in

too many categories and initiatives.
Our Personal Care and Beauty brands
are some of our strongest brands

and offer the best opportunities

for revenue and margin growth,

so prioritising our resources and

our investment in fewer initiatives
within these categories is key to
getting back to top line growth.
We've been really pleased with the
growth of Beauty, for example, which
contributed over a quarter of Group
operating profit during the year.

We will also continue to invest

in our partnerships with Haier

for our Electricals business, and
with Wilmar for our Oils business.
These businesses offer significant
disproportionate long-term growth
as the Nigerian economy recovers.

Our Home Care brands are also
stillimportant to us in specific local
markets. They give us real scale

and efficiency, both from a supply
chain perspective and in terms of
distribution and retailer engagement.

Q: What's the position regarding

Nigeria? Do you still have
Faith in the country’s ability
to recover?

We can'tignore the fact that the
country has endured multiple
problems, not least a prolonged
period of shrinking consumer
disposable income. Hence we've
carefully considered how best to
organise our businesses.

Our trading heritage in Nigeria dates
back over 120 years; historically it
contributed the largest share of
Group profits. But we're not staying
for sentimental reasons. Nigeria has
avery large, very young and growing
population. Put that alongside our
sizeable existing footprint and there’s
enormous potential. We have the
number one and two brands in our
markets, so why would we give that
up? However, we have to further
streamline our operations, and
more tightly control our cost base,
both to cope with the volatility and
to position ourselves well for the
economic recovery.

We run our Electricals and Qils
businesses in conjunction with

our partners Haier and Wilmar
respectively; they effectively operate
as standalone investments. We see
genuine longevity in both these
businesses —they're well positioned
to deliver disproportionate growth
in the long term as consumer
spending levels rise. In Electricals,
we've already seen some evidence
of confidence returning at the
premium end of the market.

Are you planning any disposals?
We are reviewing the growth
potential of some of our non-core
brands and the cost of some of our
operational activities. Some brands
have done well for us historically, but
as the landscape has changed, we

may not be the best owners for them.

How are you planning to grow
new channels to market?

There's no pointin us trying to
create an online platform ourselves.
We're great at understanding the
consumer, but others are great at the
technology. Hence the decision to
build alliances instead. We've been
developing relationships for some
time with digital commerce partners
and online retailers; and in Beauty,
for example, digital commerce now
accounts for a significant portion of
our growth in the US.

Our lower-priced items generally
reach the consumer as part of their
retailers’ grocery deliveries, whereas
in Nigeria we've partnered with Jumia
and Conga to handle our online sales
in Electricals. So depending on the
product and the market, we'll find the
right digital avenues for it.

How do you view the Group’s
financial position?

As we refine and realign our growth
priorities across the Group, we'll
reinvest some of the savings from our
simplification programme into those
key categories, brands and markets
that will make the biggest difference
to our growth. The combination

of astrong balance sheet and an
improved cashflow position means
we'll be able to service the Group's
investment needs —and deliver
returns to our shareholders via

the dividend.

Does the Group's new
strategy come with a new set
of values?

We're essentially a family business —

| always say we've got great genes!
So we'll stay true to the values that
have underpinned our success thus
far. But the world is changing and we
have to change with it. In returning
PZ Cussons to sustainable, profitable
growth we need to keep close ties
with partners, stay accountable to
our stakeholders and maintain an
environment of trust. That's how
we've always done business.

What are your thoughts on
the year ahead - and beyond?

The pleasing performance from
Europe & the Americas and Asia
Pacific last year gives us confidence
for the future in these regions.
We'll maintain our investmentin

a few key categories and brands

in Nigeria pending the return of
economic growth.

Our new strategy is sharpening
our focus right across the
portfolio. Everything we're doing
now is directed towards making
the business more sustainable,
more profitable and more resilient.
PZ Cussonsis a fantastic business —
and it has a very bright future.

Alex Kanellis
Chief Executive Officer
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MARKET OVERVIEW

POPULATION : MILLENNIALS VS CENTENNIALS

207
‘ 17% INDONESIA
" 23%
NIGERIA ‘ ES%
197
3374

2%
“19%
“ 2%
“19%

Source: Macroeconomic Indicators Database — 12 July 2019 - GlobalData.

M Millennial
Cc Centennial

FOOD AND PERSONAL CARE PRODUCTS PURCHASED
ONLINE (ANNUAL CHANGE)

UK
AUSTRALIA
US
INDONESIA

Source: Digital Around The World In 2019 — January 2019 — Wearesocial
(www.wearesocial.com/global-digital-report-2019)

PZ Cussons operates in fast-moving
consumer goods (FMCQ) categories.
These generally deliver good growth
in countries experiencing economic
and population expansion. However,
some of our markets have experienced
subdued or declining growth in
recentyears.

EVOLVING CONSUMER
LANDSCAPES

All our markets exhibit their own unique
characteristics. There is an explosion

of youth in Nigeria, with over 20,000
births a day. Elsewhere there are ageing
populations; in Europe, for example, 25%
of the population is now over 60. Over
half the world's population now lives

in urban areas —and the global middle
class is expected to double to almost
five billion people by 2030.

Changing consumer behaviour
accompanies these developments
—and shapes new trends. In Nigeria,
inflation and low wage growth have
squeezed family budgets. In Indonesia,
the economy has been softer and
pricing up has been more difficult.

In the UK, discount channels and
promotions have become significant
sales drivers; all of which mean

the value equation for consumers
has changed.

Getting the right brand, the right
product offering, at the right price
and through the right channel have
therefore never been more important.

CHANGING NEEDS AND
PREFERENCES

The commoditisation of many everyday
products presents manufacturers with
multiple challenges. PZ Cussons’ brands
compete for shelf space with other
household names, as well as retail chains’
own-brand and private label goods.

Consumers are faced with a vast array
of choices—and depending on the
category, they have different priorities.
With Personal Care and Beauty brands,
they are generally more discerning —
and prefer branded offerings. With
household goods, however, consumers
are often simply seeking a product

of acceptable quality to clean their
clothing or house well.



Yet, in a turbulent world, consumers
also seek out new sensations, flavours
and fragrances that give them
moments of comfort, escape and
indulgence. With increasing emphasis
being placed on individuals’ physical
and mental wellbeing, there is also

a growing trend towards improved
‘self care’.

BRINGING NEW IDEAS
TO MARKET

Wherever they live, consumers respond
well to innovation. Whether shopping
in a developed market grocer orin

an emerging market traditional stall,
they have an appetite for new ideas
and stand-out products. We therefore
maintain high levels of consumer
interest with selected innovation
focused on delivering to a consumer
need that enhances everyday life and
creates moments of delight. Tailoring
our offerings to specific geographies
also means we are able to directly
address local needs and tastes.

Our relatively small geographic
footprint gives us a deeper
understanding of our regional and
local markets than our competitors.
This enables us to forge close ties with
digital commerce partners, retailers,
and active distributors —and helps
secure their ongoing loyalty to PZ
Cussons brands.

Early recognition of trends, working
with external partners to develop
innovation, and our smaller size mean
we can bring products to market faster
than our competitors. We also identify
opportunities that larger competitors
would not necessarily spot—and
exploit those market niches that they
decide against.

INCREASED ENVIRONMENTAL
AWARENESS

Consumers are increasingly mindful

of their personal environmental impact.
In addition to seeking transparency

and authenticity in their purchases,
they examine the environmental
credentials of products and their
manufacturers. They have also

become more knowledgeable and
inquisitive. They scrutinise ingredients
and packaging, and want to know
about their product’s journey from
factory to shelf. Issues such as single-
use plastic for packaging and palm oil
production are high on many consumers’
awareness agenda —and are proactively
addressed directly by our Plastic and
Palm Oil Promises.

The issue of plastic has taken

centre stage in the past year—and s
changing the way manufacturers think.
Alternative packaging materials are
being developed and buying patterns
are also changing. For example, some
consumers are reverting to using

bar soap. PZ Cussons has embraced
this challenge, initially through the
inclusion of more refills in our portfolio,
developing lighter weight bottles and
ensuring that they are recyclable, and
introducing post-consumer recycled
material into our packaging. But we are
also working on more novel packaging
solutions and innovative ways of
delivering our products to consumers
without using any plastic. In that way,
we can help address the critical problem
of plastic pollution while also finding
new ways to delight our consumers.

DIGITAL COMMERCE

The way consumers shop is changing
rapidly and the digital commerce
revolution is underway, driven by online-
only retailers who are offering diverse
brand and category choices coupled
with convenient shipping and payment
options. In Europe & the Americas, many
products with higher price points—such
asour Beauty ranges —have seen a
significant shift towards online sales,
particularly in the US. Less expensive
items, such as handwash and shower
gels, have also experienced online sales
growth, principally via retailers’ own
grocery delivery services. In Asia Pacific,
traditional retailers are collaborating
with digital commerce operators to drive
better coverage and lower last-mile cost.
In Nigeria, digital commerce is still an
emerging channel but there has been a
noticeable shift towards buying online in
the fashion and electronics categories.
We work with our partners to ensure
our brands have exactly the right online
presence to connect with consumers,
however they choose to buy. This is
particularly important for our Beauty
brands, where we focus investment

on those retailers with growing digital
commerce businesses.

MOVING FORWARD

More than ever, established brands
must have a clear vision and voice,
consistent across everything they do.
Consumers remain under pressure in
all our markets, but we are confident
that our new strategic initiatives will
help us anticipate —and better respond
to-the ongoing changes in the

FMCG landscape.
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OUR BUSINESS MODEL

Our people, brands, geographies and partnering
capabilities combine to deliver competitive
advantage and differentiate us in our chosen
markets. Our unique business model incorporates
our new strategy to help us create shared, sustainable
value for all our stakeholders.

OUR KEY HOW WE CREATE VAILUE
INPUTS

OUR PEOPLE OUR PURPOSE

Diverse, skilled, and passionate
employees

OUR BRANDS
High-quality, trusted and well- OUR AMBITION

loved brands

OUR SUPPLY CHAIN

World-class manufacturing
facilities and owned distribution
facilities in selected geographies
where in-house manufacturing is
a competitive advantage

OUR RELATIONSHIPS

Business, supply and innovation
partners that enhance our
offering and share our values

OUR FINANCIALS
. WHAT WE DO
Strong balance sheet reflecting
our disciplined approach Discover
consumer
needs
Develop selected
Delight our innovation
consumers to meet
consumer needs
Manufa‘lcture Source
and deliver to .
¢ environmentally
cus ome.rs. responsible
through optimised .
materials
channels

UNDERPINNED BY OUR CULTURE, VALUES, STRONG GOVERNANCE AND ETHICS



OUR STRATEGY
> >
WHAT MAKES US DIFFERENT

CANDOI

ONE PZC

CREATING SHARED
VALUE

FOR INVESTORS

Sustainable dividend and Earnings
Per Share, experienced leadership

FOR EMPLOYEES

Training and development, strong
teams and relationships, living
CANDO! values

FOR CONSUMERS

Innovative, high quality,
trusted brands

FOR SOCIETY

Good4Business, community and
charitable initiatives

FOR THE ENVIRONMENT

Sustainable sourcing, Plastic
and Palm Oil Promises, reduced
carbon emissions

GOODUBUSINESS
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OUR STRATEGY FOR GROWTH

Sustainable, profitable growth is essential to the future

of our business. Throughout its 135-year history, PZ Cussons
has successfully evolved and adapted to constantly changing
consumer, market and economic environments. We are an
international consumer goods group with an established
portfolio of trusted brands across a range of markets.

We have an unrivalled heritage and entrepreneurial

culture, robustly supported by our CANDO! values.

We have streamlined our business Founded on strong principles

model and become more efficient; of sustainability, our strategy for
however, our performance in recent growth emphasises Focus, Scale,
years has fallen short of expectations. Accelerate. The following pages
With our leaner organisation and inthe  explain how we will evolve PZ Cussons
face of changing consumer needs, our into a more streamlined and dynamic
portfolio had become too fragmented business, fit for the future and ready
and complex for the resources we to take advantage of the significant
have, which had made it difficult opportunities that lie ahead.

to maximise the growth potential

of our core brands. We therefore
undertook a thorough review of our
business, categories and brands, and
geographic presence.

EVOLVING PZ CUSSONS >
We have a new strategy that focuses

our resources and investment on key

categories and core brands across
selected geographies in Europe & the >
Americas, Asia Pacific and Africa that :

offer the best potential for scale and

can return the Group to sustainable, 1
profitable growth, ~ ACCELER ATE i



OUR OBJECTIVES

> Place the consumer at the centre of our > Deploy different strategies for each brand:
innovation strategy — Drive

= Simplify the business and our channels — Grow

= Focus on our high-margin brands in core — Transform

categories and geographies:

Maintain

FOCUS

SCALE

ACCELERATE

— Beauty and Personal Care focus

— Home Care maintained in selected
geographies to provide in-market scale

— Continue toinvest in our partnerships
that offer disproportionate growth as
the Nigerian economy recovers

— Divest non-core brands

OUR OBJECTIVES

= Selectively innovate to scale brands in existing markets
> Scale brands in high-potential new markets

> Leverage distribution partnerships to scale in selected
channels with the right consumers

> Add scale through digital commerce

OUR OBJECTIVES

= Beauty and Personal Care to drive largest share of revenue
and profit growth

> US and Asia Pacific to create biggest opportunity for
revenue growth

> Increase UK and Australia profitability through premium
innovation across Beauty and Personal Care

> Leverage our knowledge and expertise in Nigeria to
rebuild scale in selected categories and brands and
through business partnerships

> SEE THE PRINCIPAL RISKS TO DELIVERY OF STRATEGY ON PAGES 44 TO 49.
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Improving Group performance
and maintaining profitability

To improve Group performance and
maintain profitability, we are focusing on
the brands, categories and geographies
that have the strongest potential

for high-margin growth. Above all,

the consumer remains the focus of
everything we do.

We are simplifying our portfolio by
focusing primarily on a few key brands

in Personal Care and in Beauty in our
existing geographies and in selected new
geographies that will offer high growth.
We will also continue to invest in our
partnerships with Haier for Electricals
and with Wilmar for Oils. We will review
and divest non-core brands.

This focus will help us to maximise our
marketing investment and resource
allocation so we can scale those
initiatives and accelerate our growth.
Personal Care and Beauty in all our
existing geographies should deliver
more than 80%' of our revenue within
five years, and partnerships will deliver
additional disproportionate high growth
as the Nigerian economy recovers.

Within these categories we

have identified ten core brands to
prioritise across all markets, and three
partnership brands in Africa. These
brands offer the best potential to
deliver sustained, high-margin growth.
To deliver this growth, the strategy
prioritises marketing investment
based on growth opportunity,

brand proposition and presence.

Our core brands are:

Global and Regional brands
» Carex

» Cussons Baby

» Fudge

» Imperial Leather
e Morning Fresh
 Original Source

« Premier Cool

» Rafferty’'s Garden
» St.Tropez

* Sanctuary Spa

Partnership brands
» Mamador

* King's

» Thermocool

As part of the strategy, we will
maintain some Food & Nutrition and
Home Care brandsin selected local
geographies to provide in-market
scale where necessary, supported
by limited investment.

Nigeria is an integral part of the PZ
Cussons story, where we will focus on
three core brands and our joint venture
businesses, with both elements set to
deliver significant growth over the long
term as the economy recovers.

1 Excluding revenue from partnerships.



>

CUSSONS BABY: TOP BRAND
FOR KIDS 2019

Cussons Baby confirmed its status as the
undisputed babycare brand leader in Indonesia.

It claimed top brand in eight out of ten key

baby categories including Baby Powder, Lotion,
Shampoo, Cotton Buds and Wipes, according to
an independent survey conducted by Frontier
Research across five cities in Indonesia. Presented
annually by Marketing magazine, the Top Brand
award takes into account ‘top of mind’ awareness,
the brand last used and future intention

to purchase.

>

<

BIGGER CHOICE, SMALLER BILLS

With almost 50 years’ experience, our Thermocool brand continues

to win accolades as Nigeria's most trusted white goods brand. We
continue to grow our offer with new energy-saving washing machines,
which cut electricity bills and reduce the need for large generators. The
recently launched Haier Thermocool GenPAL Inverter Air Conditioning
Unit is also gaining rapid momentum. Other products under the Haier
Thermocool umbrella include high-quality cookers, generators, water
dispensers and microwave ovens; all of which combine performance,
safety and style.

ST. TROPEZ - A FOCUS FOR GROWTH

St. Tropez is America’'s number one premium tanning brand. Sales
grew significantly in this market last year by 30%, driven mainly by
close strategic retail relationships. Online sales increased by 41%
and our first social media marketing programme, entitled ‘You
Set the Tone’, helped to boost brand awareness. This strategically
important market will be the key focus for the brand growth over

the coming year.
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The second element of our strategy
is to scale growth of selected
categories and brands

We will prioritise investment behind

a smaller group of existing brands,
which have a greater impact in terms of
revenue and margin growth. Focusing
on fewer brands will enable us to scale
growth in our key existing markets and
selected high-potential new markets
and channels.

In our existing markets, we will focus
our innovation, investing in products
with strategic growth propositions
for both consumers and customers,
primarily in Personal Care and
Beauty. This will include leveraging
trends across fragrance, formats and
ingredients and incorporating our
Plastic and Palm Oil Promise.

We will maximise our distribution in
key established and high-potential
new markets. In geographies where
we already have strong presence we
will leverage our local expertise and
established customer partnerships

to introduce additional high-margin
brands. We will also accelerate growth
of our brands in selected new markets
where we identify good prospects

for success.

We will accelerate growth through
digital commerce for high-value brands
that consumers want and need, through
increased use of influencers and digital
marketing strategies, by leveraging

the successful digital partnerships that
we already have, and by selectively
developing new partnerships.



>

FOAMING SUCCESS

Original Source Foaming Shower is a top
performer —driving the highest sales of all

new entrants to the shower category. Around
three-quarters of a million consumers used
Original Source Foaming Shower in the past
year. We ‘Unleashed The Foam’ across several
media platforms, including a partnership with the
stars of ‘Made In Chelsea’ across TV and social

channels. We also promoted our “10x More Foam’

message with a new film starring our very own
‘Foamy Man' via video-on-demand and Facebook.

>

IMPERIAL LEATHER
FOAMBURST - DESTINED
FOR GROWTH

A patented technology, unique to PZ
Cussons, Foamburst is a treat for the senses
—with more lather than any other shower
gel on the market. Foamburst has been a
considerable focus for the Imperial Leather
brand over the past year; we see significant
opportunities to raise awareness, drive trial
of the range and unlock further growth —

in the UK and beyond.

<

PREMIER COOL - OFFERING
FRESH CHOICES

In a highly competitive Nigerian bar soap
market, our Premier Cool brand is being
strengthened through the introduction of
new ‘Ultimate’, ‘Odour Defence’ and ‘Sports’
variants. The new product range features
better cooling, improved fragrances and a
new design, as well as the addition of a new
1509 pack size. The enhanced Premier Cool
mix shows strong growth potential. It is set
to improve the buying rate from existing
customers —and significantly grow our
market share through attracting new users
to the brand.
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OUR STRATEGY FOR GROWTH

Our new five-year strategy will
accelerate the transformation of

our business, enabling growth from our
highest margin, highest potential brands

Personal Care, including Beauty, will
drive the largest share of revenue and
profit growth in all of our geographies,
as we increase our focus on high-margin
brands. Within five years we aim to
deliver the majority of our revenue
from these categories.

We will continue to investin our
partnerships with Haier and Wilmar in
Nigeria, aiming to drive disproportionate
growth for the long term as the Nigerian
economy recovers.

The US and Asia Pacific offer the best
opportunities for revenue growth in
Personal Care, including Beauty. We will
therefore build on our existing presence
and experience to drive growth, both
from established brands and from the
launch of carefully selected additional
brands from our portfolio. In Asia,
where the population is growing, we
will Focus on improving distribution

for Rafferty’s Garden.

In more established markets with

lower percentage growth rates,

such as the UK and Australia, we will
increase profitability principally through
targeted premium innovation across
our Beauty and Personal Care brands.

In Nigeria, we will continue to

simplify our business and target
growth by streamlining and refreshing
our core Personal Care brands —and
driving our established partnerships
with Haier and Wilmar.



>

EXTENDING OUR REACH:
CUSSONS KIDS

We created an exciting limited edition range

of Cussons Kids Body Wash, Shampoo and
Cologne linked to Naura — the Indonesian child
singer and social media sensation. The launch
was supported by promotional activity across

a variety of digital media including YouTube,
Instagram and Facebook, maximising awareness
of —and engagement with — the Cussons Kids
brand across the star’s huge fanbase.

<

CAREX - HELPING US DELIVER
ON OUR PLASTIC PROMISE

During the year we successfully drove sales

of refills for our market-leading Carex handwash.

The 500ml refill pack uses 75% less plastic than the
standard packaging —and the one-litre refill uses 85%
less plastic. The popularity of refills with consumers

delivered sales growth of 200% year on year —and
resulted in a saving of 4.3 million pumps.

<

RAFFERTY’S GARDEN: POISED
FOR FURTHER GROWTH

Rafferty’s Garden is Australia’s leading baby food
brand, and this year we began to roll out a wide
range of innovative snacks. The first bundle-baked
Wafer Bites launched in June 2019, featuring two
exciting variants — Beetroot & Shallots and Cheese —
and we're also on track to roll out a major innovation
agenda in September 2019. This is set to accelerate
growth in market share for Rafferty’s Garden in
Australia and New Zealand. The programme includes
anew look for the brand, strengthening our superior
product claims, and the launch of first-to-market
wholegrain and plant protein recipes.
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HOW WE MEASURE OUR PROGRESS

We measure our progress against a set of key performance
indicators and our own internal targets.
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FINANCIAL

REVENUE £m
Definition
Revenue net of discounts, rebates
7863 7398 o904 and sales taxes (does notinclude

JV revenue)

Why we measure
Revenue growth is a key
strategicaim

2017'  2018" 2019

ADJUSTED PROFIT BEFORE TAX £m

Definition Basis of calculation
102.0 Profit before tax and 2017 20182 2019
80.1 exceptional items £m £m £m
69.8
Why we measure Profit before tax (IFRS) 86.5 59.2 37.0
Measures operating performance Exceptional items 15.5 20.9 32.8
prior to exceptional items and Adjusted profit before tax 102.0 80.1 69.8
taxation costs
2017 20182 2019
REPORTED PROFIT BEFORE TAX (IFRS) £m
Definition
86.5 Profit before tax after
exceptional items
59.2
Why we measure
37.0 )
Measures operating performance
after exceptional items prior to
taxation costs
2017 20182 2019
AVERAGE NET WORKING CAPITAL as % of revenue
193 200 Definition Basis of calculation
Average net working capital 2017" 2018' 2019
138 Fdeflnted als tra;:le(;ecelvali)lles and Average net working capital £m 108.7 142.5 137.9
inventory less trade payables) Total revenue £m 786.3 739.8 689.4
asa % of revenue
% 13.8% 19.3% 20.0%

Why we measure

Indicator of the working capital
2017'  2018' 2019 (stock, debtors, creditors) required

to support the sales that we make

1 Revenue for the years ended 31 May 2017 and 31 May 2018 has been restated to reflect the application of IFRS 15. See Note 1 of the Consolidated Financial

Statements for details.

2 Results for the year ended 31 May 2018 have been restated to reflect prior year adjustments. See Note 1 of the Consolidated Financial Statements for details.



NET DEBT £m
Definition Basis of calculation
Cash, short-term deposits and 2017 2018 2019
Eurrlfnt as;etflsvesfjn;ents, lgss Cash and short-term deposits 150.6 102.7 53.5
ank overdrafts and borrowings Overdrafts (34.5) (16.5) =
Why we measure Current asset investments 0.3 0.3 0.3
(143.8) (65 (1522) Indicator of the overall debt Borrowings (260.2) (251.9) (206.0)
position of the Company and Net debt (1438)  (1654)  (152.2)
5017 2018 2019 3 way to evaluate the financial
fitness of the Group
ADJUSTED BASIC EPS pence
Definition Basis of calculation
16.42 Adjusted earnings per share 2017 20182 2019
1339 13.01 Why we measure Basic earnings per share 14.91 9.63 6.24
Akey indicator of value Impact of exceptional items 1.51 3.76 6.77
enhancement to shareholders Adjusted basic earnings
per share 16.42 13.39 13.01
2017 20187 2019
DIVIDEND PER SHARE pence
Definition Basis of calculation
828 828 828 Dividend per share 2017 2018 2019
Why we measure Dividend payment
Dividend growth is a key to shareholder £m 34.6 34.6 34.6
performance indicatorin terms Number of shares (millions) 418 418 418
of tangible return to shareholders Dividend per share 8.28p 8.28p 8.28p
2017 2018 2019
ADJUSTED OPERATING MARGIN %
Definition Basis of calculation
133 16 114 Operating profit before 20171 201812 2019
. ! . N
exceptionalitems, as a % of revenue Operating profit (IFRS) 893 648 3.7
Why we measure Exceptionalitems 15.5 20.9 32.8
Indicator of the return on sales Adjusted operating profit 104.8 85.7 76.5
prior to exceptionalitems, financing  pavenue 786.3 739.8 689.4
and taxation costs
Adjusted operating margin % 13.3% 11.6% 11.1%

2017'  2018'2 2019

1 Revenue for the years ended 31 May 2017 and 31 May 2018 has been restated to reflect the application of IFRS 15. See Note 1 of the Consolidated Financial
Statements for details.
2 Results for the year ended 31 May 2018 have been restated to reflect prior year adjustments. See Note 1 of the Consolidated Financial Statements for details.
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HOW WE MEASURE OUR PROGRESS

OPERATIONAL

PERSONAL CARE AND BEAUTY as % of revenue

58.5
534 68

2017"  2018' 2019

Definition

The revenues generated from
the Personal Care category
(including Beauty) as a % of
overall Group revenue

Why we measure

Akey part of our strategy is
toincrease our Personal Care
business including Beauty

AFRICA ADJUSTED OPERATING PROFIT £m

28.3

6.3

(1.0)
2017 20182 2019

ASIA PACIFIC REVENUE GROWTH at constant rates %

0.10

(1.2)
(1.8)

2017 2018 2019
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Definition
The adjusted operating profit
of Africa

Why we measure
Akey focus of our strategy is to

recover our operating performance

in Africa

Definition
Revenue growth of Asia Pacific
at constant currency

Why we measure

Asia Pacific represents a key
opportunity for growth in our
business in the future

Basis of calculation

Personal Care revenue
(including Beauty) £m
Revenue for the Group £m

%

Basis of calculation

Africa operating profit
Impact of exceptional items

Adjusted Africa operating
profit

2017
£m

419.8
786.3

53.4%

2017

16.0
12.3

283

2018"
£m

420.1
739.8

56.8%

20182

1.6
4.7

6.3

2019
£m

403.5
689.4

58.5%

2019

(2.6)
1.6

(1.0

1 Revenue for the years ended 31 May 2017 and 31 May 2018 has been restated to reflect the application of IFRS 15. See Note 1 to the Consolidated Financial

Statements for details.

2 Results for the year ended 31 May 2018 have been restated to reflect prior year adjustments. See Note 1 of the Consolidated Financial Statements for details.
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NON-FINANCIAL

HEALTH AND SAFETY LTIFR

Definition
0.26 Lost Time Incident Frequency Rate
(LTIFR) is the number of health
& safety occurrences which resultin
0.13 one or more days’ absence from work

(excluding the day of the incident) per
200,000 hours worked
Why we measure

2017 2018 2019 - )
To monitor the safety of our operations

CARBON EMISSIONS Total absolute tonnes of CO,

Definition

70,796
61,432 Total absolute tonnes of CO,

74,171
Why we measure

To monitor the impact of our
operations on the environment

2017 2018 2019
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CREATING A DIALOGUE WITH OUR STAKEHOLDERS

PZ CUSSONS PLC
ANNUAL REPORT & ACCOUNTS 2019
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STAKEHOLDERS

CUSTOMERS AND
CONSUMERS

INVESTORS

EMPLOYEES

COMMUNITIES

PARTNERS
AND SUPPLIERS

HOW WE ENGAGE

One of our key strengths is the ability to build close, long-term
relationships with our customer base. Many of these relationships

are built on loyalty and trust that derive from decades of trading
together—in both developed and emerging markets —and they operate
as genuinely collaborative partnerships. As we evolve new channels

to extend our reach, we continue to focus on forging and maintaining
strong links with customers —and building loyalty with the consumers
who buy our products.

The Chair meets privately with our largest shareholders on an annual
basis to discuss business performance and leadership succession.

The CEO and CFO (or interim CFO) deliver the Group's interim and final
results in person, with presentations, Q&A sessions and roadshows for
our major shareholders. We also organise ad-hoc investor events and
an Annual General Meeting in September to provide an opportunity
for shareholders to meet the Directors and discuss the year's results.

ONE PZC defines the essence of our business. We are one family,
working together with one purpose, towards one ambition.

Our compact size, flat structure and open culture foster genuinely

open communication between employees across the Company,
regardless of seniority or geography. We have worked hard to create

a supportive environment in which everyone’s ideas are valued equally.
We communicate to employees regularly through local ‘town hall’
meetings, global functional webcasts, and at functional and leadership
events. We also monitor employee engagement through various means.

Ever since the business was founded in the 1880s, we have recognised
the importance of developing good relations with local communities in
the vicinity of our operations. We are committed to making a positive
contribution to society and to minimising any negative impacts from
our operations, and we believe that investment in our communities
also helps create enthusiastic consumers and advocates for our
brands, as well as developing loyal employees. Wherever we operate,
we contribute to local community initiatives, from helping to build
schools or roads in some of our developing markets, to donating
products or mentoring and supporting local children to improve

their life chances.

We work with partners and suppliers whose values and ethical
standards align with our own —and who we know to be diligent,
responsible, honest and fair. We prefer to treat our supplier
relationships as long-term alliances, working in partnership to create
and sustain robust, lasting and mutually beneficial relationships. The
specialists in our Singapore-based central procurement function are
dedicated to sourcing the Group's key materials; a key aspect of their
role is the maintenance of open, dynamic communication with our
supplier base.
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Big enough to make a mark,
small enough to make it yours.

“What sets us apart and
makes us unique is the way
we go about doing things:
the passion people have to

drive the business, the
ownership they take.”

ALEX KANELLIS
CEO




OUR PEOPLE

We are intensely proud of the

unique factors that give PZ Cussons

a competitive edge over its competitors.
Our brands make us special —but it's

our people and our culture that make

us different.

We are smaller and more agile than our
multinational competitors. Our relative
size, flat structure and open culture
mean that our people at all levels of the
business are able to share their opinions
and have a realinfluence.

It's essential that we operate and

think differently, to ensure we stay
relevant to consumers and ahead of

the competition. We encourage all

our employees to share theirideas,
speak their minds, challenge convention
and experiment.

We recently updated the language

we use to describe what makes us
different —both within the Group

and to attract new talent to the
organisation. ‘Big enough to make a
mark, small enough to make it yours’

or more concisely, ‘'ONE PZC Make

Your Mark’ is the powerful banner

we use for our employee engagement
activities —but also translates externally
through our recruitment campaigns
and increasing digital presence. It sums
up the category-leading positions we
have in our markets —and the fact that
individual contributions at every level of
the business are recognised and valued.

OUR VALUES AND BEHAVIOURS

CANDO! stands for Courage,
Accountability, Networking, Drive,
Oneness. These values are inspired by
our founders’ spirit and vision for the
Company and are integral to the way we
do business and deliver on our purpose
of ‘Enhancing everyday life, creating
moments of delight’. They are at the
very heart of PZ Cussons, epitomising
our culture and what makes us unique.

To help us thrive as a business and

in our individual roles, our CANDO!
values are realised by demonstrating
our behaviours.

We call them the ABCs of how we
behave; which at PZ Cussons is as
important as what is delivered.

Our behaviours dictate our ways

of working and operating and are
embedded in all of our people
processes, from recruitment to
succession, and from development
planning to performance management.

REWARDING CAREERS

We offer a wide range of exciting career
opportunities for ambitious, motivated
team players. Employees are rewarded
with competitive pay and benefits —and
various schemes enable line managers
to independently recognise and reward
ajob well done.

We pride ourselves on being a sought-
after employer. Over 30% of our
employees have over 15 years' or
more service with the business and,
following four years of significant
change and challenging recruiting in
certain markets, our overall employee
retention is still greater than 90%.
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OUR PEOPLE

In the UK we operate competitive
apprenticeship schemes and internship
programmes. During the year we
provided eight internships in our UK
Beauty and Supply Chain operations;
the latter through a partnership
with Huddersfield University and
NOVUS, a non-profit organisation
who places students from leading
universities into logistics and supply
chain roles. We also developed
seven ILM (Institute of Leadership

& Management) apprentices.

In the second year of our graduate
training programme in Indonesia, 60%
of recruits were female. In Nigeria, we
identified a particular need to bolster
our succession and talent pipeline in
sales, recruiting over 30 graduates
who are now working as territory sales
managers, with a roughly equal split
between male and female graduates.

Akey focus continues to be on
building the leadership mindset, skills
and capabilities needed to take the
Group forward. The PZ Cussons Way
of Leading is now inits fourth year
—and we recently widened its remit
by launching our Emerging Leaders
programme. This extension to the
established core global leadership
curriculum will help develop the
next generation of management

for the business.

We attach great importance to the
wellbeing of our employees and the
maintenance of a good work-life
balance. We launched a programme
called Benefits 2.0 in Indonesia that
gets employeesinvolved in a variety

of fitness and wellbeing activities.

We often combine social activities

with giving back to others. ‘Enhancing
everyday life, creating moments of
delight’ for our local communities is
achieved through the countless
activities and events we drive through
our Inner Hearts programme worldwide.
In the UK we have rebranded Inner Hearts
to have a health and wellbeing focus.



CREATING A SUSTAINABLE
TALENT PIPELINE

We have robust processes for identifying
the right development for our talent
pool, and conduct regular development
and succession planning sessions

across the Group at all employee

levels. Progress towards developing
internal talent is monitored and we
review the plans and the metrics with
the Executive Leadership Team and

the Board Nomination Committee
annually. We have also defined critical
roles across the Group with a focus on
who currently holds the position as well
as their potential successors. These
actions are critical not just in terms of
business continuity, but also for creating
developmental stepping stones for
individuals to move up to the next level
within the organisation.

As a signatory to the 30% Club’s targets
to improve gender diversity in senior
leadership teams, we firmly believe that
gender balance is good for business.
Last year we nominated senior-level
female mentees to participate in the
30% Club’s cross company mentoring
programme, all of whom benefited
from the experience and perspectives
of mentors outside the Group.

IDNVNHINOD

SINIWILVLS TVIONVNIL

NOILVYWHOLNI 43HLO

J1d SNOSSND zd

6L0Z SLNNODDV B LYOdIY TVNNNV

31



FINANCIAL REVIEW

BASIS OF PREPARATION

In our financial statements we use
alternative performance measures that
are not recognised under IFRS. These
metrics are used to allow the readers of
the financial statements to obtain a more
meaningful comparison of the underlying
performance of the Group by adjusting
for certain items which, if included,

could distort the understanding of the
Group's performance and comparability
between periods.

The Directors believe that the adjusted
presentation (and the columnar format
adopted for the Group income statement)
assists shareholders by providing a more
meaningful basis upon which to analyse
underlying business performance and
make year-on-year comparisons. The
same measures are used by management
for planning, budgeting and reporting
purposes and for the internal assessment
of operating performance across the
Group. The adjusted presentation is
adopted on a consistent basis for each

of the half year and full year results.

Adjusted results are presented before
exceptional items, which in the current
period include certain restructuring and
strategy costs, net profits on the sale of
assets and charges relating to impairment
of assets.

Where relevant, comparative IFRS
measures have also been presented.
Please see the reconciliation tables on
pages 22 to 24 and 34.

The reported results for the current
year are presented with variances to
reported prior year results and also as

variances between the current and prior
year on a constant currency basis. The
constant currency impact was derived by
retranslating the 2018 result using 2019
foreign currency exchange rates. The
adverse translational impact on revenue
and operating profit was £32.2m and
£1.0m respectively. As there were no
acquisitions or disposals in the current
or prior period, the like-for-like impact

is equal to the constant currency impact.

GROUP HIGHLIGHTS

« Moderate decline in revenue of 2.6%
at constant currency —driven by weak
economic conditions in Africa, partially
offset by a solid performance in Asia
Pacific and Europe & the Americas.

» Adjusted operating profit of £76.5m,
9.7% lower in constant currency —
strong performance in Asia Pacific and
asolid resultin Europe & the Americas,
offset by losses in Africa.

» Adjusted profit before tax of £69.8m,
in line with expectations announced
at the half year.

» Reported profit before tax declined to
£37.0m, largely driven by the non-cash
impairment of intangible assets. This
impairment is for five:am in Australia
and Nutricima in Nigeria.

» Improvement in net debt, following a
stronger focus on cash management
throughout the business — reduction
to £152.2m.

« New strategy —to deliver increased
focus and scale, accelerating the
Group's return to profitable growth.

+ Reflecting good cash generation
and confidence in the new strategy,
proposed full year dividend maintained
in line with prior year at 8.28p per share.



EUROPE & THE AMERICAS
HIGHLIGHTS

» Solid adjusted operating profit
performance with a constant
currency decline of 6.2% to £57.1m.
This reflects a strong resultin
Beauty, offset by lower profit in the
UK as a result of planned increased
marketing investment.

* Revenue adversely impacted by
weaker performance in Food &
Nutrition in Greece.

+ Solid revenue and market share
performance in Personal Care in
the UK across all brands.

» Strong revenue and operating profit
growth in Beauty largely driven by
excellent growth in the US through
successful St. Tropez rollout.

ASIA PACIFIC HIGHLIGHTS

» Strong growth in adjusted operating
profit, up 13.7% at constant currency
to £20.4m driven by Indonesia and
Australia, partially offset by impact
of lower revenue in the Middle East.

« Good growth in revenue and operating
profitin Indonesia, with strong
performance of Cussons Baby.

» Pleasing operating profit recovery
in Australia, largely driven by focus
on improving margins across
all categories.

« Non-cash impairment of £22.3m
relating to five:am intangible assets.
This has been recognised as an
exceptional cost.

AFRICA HIGHLIGHTS

+ Disappointing result with adjusted
operating loss for the year of £1.0m.
Reflects lower revenue, primarily in
Personal and Home Care categories,
and increased operating costs
predominantly relating to previously
highlighted charges associated with
portaccessissuesin Lagos.

+ Good revenue growth in premium
brands of Cussons Baby and
Morning Fresh in Personal and
Home Care categories, offset by
decline in value brands due to weak
economic conditions.

« Strong revenue and profit growth
in Electricals in Nigeria, mainly due
toincreased sales of energy-saving
products and related consumer
campaigns.

« Improvementin Food & Nutrition, with
Nutricima loss significantly reduced.

» Non-cash impairment of £3.9m
relating to Nutricima intangible
assets. This has been recognised
as an exceptional cost.

ADJUSTED' RESULTS

Yearended Yearended

31 May

2019

Revenue? £689.4m

Adjusted operating profit £76.5m

Adjusted profit before tax £69.8m
Adjusted basic earnings

pershare 13.01p

Net debt® (£152.2m)

REPORTED RESULTS (IFRS)

Revenue?

Operating profit

Profit before tax

Basic earnings per share

Total dividend per share

(Restated)*
Constant
31May Reported% currency % Like-for-like
2018 change change® % change*
£739.8m (6.8%) (2.6%) (2.6%)
£85.7m (10.7%) (9.7%) (9.7%)
£80.1m (12.9%) (11.8%) (11.8%)
13.39p (2.8%)
(E165.4m)
(Restated)*
Year ended Year ended Reported %
31 May 2019 31 May 2018 change
£689.4m £739.8m (6.8%)
£43.7m £64.8m (32.6%)
£37.0m £59.2m (37.5%)
6.24p 9.63p (35.2%)
8.28p 8.28p

*  Theresults for the year ended 31 May 2018 have been restated to reflect the application of IFRS 15 and
prior year adjustments. Further details are set out in Note 1 of the Consolidated Financial Statements.

1 Adjusted results are stated before exceptionalitems. Exceptionalitems before tax (2019: costs £32.8m;
2018 restated: costs £20.9m) are detailed in Note 3 of the Consolidated Financial Statements.
2 Asrequired by IFRS 15, revenue has been stated excluding PZ Wilmar joint venture revenue of

£124.2m (2018: £141.6m).

3 Constant currency comparison (2018 results retranslated at 2019 exchange rates).
4 Like-for-like comparison after adjusting 2018 for constant currency. There were no acquisitions or

disposals in the current or prior year.

5 Netdebtabove and hereafteris defined as cash, short-term deposits and current asset investments,
less bank overdrafts and borrowings (as set out in Note 17 of the Consolidated Financial Statements).
Please see the reconciliation tables on pages 22 to 24.

OUTLOOK

We anticipate that the current economic
conditions in our key markets will

remain challenging whilst we transition
towards a return to revenue growth. Our
new strategy increases resources and
investment behind key categories and
brandsin those geographies that have
scale to drive a sustainable improvement
in Group performance.

REGIONAL RESULTS

The moderate decline in Group
revenue of 2.6% at constant currency
was largely driven by the Personal Care
and Home Care categories in Nigeria
and the Food & Nutrition category in
Europe & the Americas. This was due to
economic volatility leading to the value
brands being squeezed reflecting lower
consumer confidence, price reductions
and down-trading.

In our key markets of the UK, Indonesia
and the US, and across Personal Care and
Beauty, revenues grew year on year with
asolid performance by core brands and
successfulinnovations launched in the year.

Adjusted operating profit at £76.5m
declined by 9.7% in constant currency,
with a strong performance in Asia Pacific
and a solid result in Europe & the Americas
impacted by poor results in Africa.
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INANCIALR

In Asia Pacific, strong operating profit
growth in Australia reflected a decline
in revenue offset by a focus on cost
management, with Indonesia growing
both revenue and operating profit.

Adjusted operating profit for Europe

& the Americas declined as a result of
planned increased marketing investment
in the UK offsetting the strong revenue
and operating profit performance in the
Beauty business unit.

Africa recognised an adjusted operating
loss and was impacted by lower revenues
in the Personal Care and Home Care
categories in Nigeria, with continued,
albeit reduced, losses in Nutricima as well
as increased costs including additional
expense due to the issues at the Lagos
port. This obscured a good performance
by the Electricals category, which grew
both revenue and profit.

FINANCIAL REVIEW

Improving operating margin is a key
objective under the Group’s new strategy.
Group adjusted operating margin was
11.1% (2018: 11.6%) on adjusted operating
profit of £76.5m (2018: £85.7m) from
revenue of £689.4m (2018 restated:
£739.8m). In Africa adjusted operating
margin declined to -1.4% (2018: 1.8%)

due to increased costs including the
impact of the port charges. Adjusted
operating margin in Asia Pacific grew to
10.6% (2018:9.2%), an increase of 140
basis points, largely due to an improved
product mix and category focus. In Europe
& the Americas adjusted operating margin
declined slightly to 21.6% (2018: 23.0%),
due to planned increased marketing
investmentin the UK.

Net finance costs of £6.7m (2018: £5.6m)
were higher than last year reflecting

the one-off impact associated with the
refinancing of the Group's banking facility.
The new facility is provided by a syndicate
of lendersin the form of a £325m
Revolving Credit Facility committed

until 28 November 2023.

Adjusted profit before tax at £69.8m
(2018 £80.1m) reflects lower revenue
and reduced margin, planned increased
marketing expenditure and increased
interest charges compared to last year.

The effective tax rate before exceptional
items was 22.6% (2018: 27.6%). This
reflects a lower mix of profitsin the
higher rate jurisdiction of Africa and
higher profitsin the lower rate Europe &
the Americas and Asia Pacific. See Note 3
of the Consolidated Financial Statements
for further detail.

BUSINESS REVIEW: GROUP PERFORMANCE

Constant
(Restated)* Reported% currency % Like-for-like
Revenue' (Em) 2019 2018 change change? % change®
Europe & the Americas 264.0 264.4 (0.2%) (0.1%) (0.1%)
Asia Pacific 193.0 201.3 (4.1%) (1.2%) (1.2%)
Africa 232.4 2741 (15.2%) (6.4%) (6.4%)
689.4 739.8 (6.8%) (2.6%) (2.6%)

Constant
Reported % currency % Like-for-like
Adjusted operating profit* (Em) 2019 2018 change change? % change®
Europe & the Americas 57.1 60.8 (6.1%) (6.2%) (6.2%)
Asia Pacific 20.4 18.6 9.7% 13.7% 13.7%
Africa (1.0) 6.3 (115.9%)  (117.7%) (117.7%)
76.5 85.7 (10.7%) (9.7%) (9.7%)

*  The results for the year ended 31 May 2018 have been restated to reflect the application of IFRS 15 and
prior year adjustments. Further details are set out in Note 1 of the Consolidated Financial Statements.

1 Asrequired by IFRS 15, revenue has been stated excluding PZ Wilmar joint venture revenue

of £124.2m (2018: £141.6m).

2 Constant currency comparison (2018 results retranslated at 2019 exchange rates).
3 Like-for-like comparison after adjusting 2018 for constant currency. There were no acquisitions or

disposalsin the current or prior year.

4 Adjusted operating profit is stated before exceptionalitems. Exceptional items before tax (2019: costs
£32.8m; 2018 restated: costs £20.9m) relate to various items which are detailed in Note 3 of the
Consolidated Financial Statements. The segmental impact of exceptional items before tax is detailed

in Note 2 of the Consolidated Financial Statements.

q MEMO TABLES ON ALTERNATIVE PERFORMANCE MEASURES

CONSTANT CURRENCY IMPACTS

2018
restated
Impact of for
2019 2018 currency constant Constant
reported reported  translation currency currency
£m £m £m £m movement
Revenue 689.4 739.8 (32.2) 707.6 (2.6%)
Operating profit 76.5 85.7 (1.0) 84.7 (9.7%)
Profit before tax 69.8 80.1 (1.0) 79.1 (11.8%)
ADJUSTED RESULTS TO IFRS RESULTS
2019 2018 Reported
£m £m  change %
Adjusted operating profit 76.5 85.7 (10.7%)
Exceptional items (32.8) (20.9)
Operating profit (IFRS) 43.7 64.8 (32.6%)
2019 2018 Reported
£m £fm  change %
Adjusted profit before tax 69.8 80.1 (12.9%)
Exceptionalitems (32.8) (20.9)
Profit before tax (IFRS) 37.0 59.2 (37.5%)
2019 2018 Reported
P p  change %
Adjusted basic earnings per share 13.01 13.39 (2.8%)
Exceptional items (6.77) (3.76)
Basic earnings per share 6.24 9.65 (35.2%)




Adjusted earnings per share of

13.01p (2018: 13.39p) declined by 2.8%,
reflecting operating results, a lower tax
rate and reduced minority interest due to
Nigeria results.

Exceptionalitems of £32.8m (2018
restated: £20.9m) reflect the impairment
of Food & Nutrition assets in Nigeria and
Australia as well as the continuation of
costs associated with the Group Structure
and Systems project, partially offset by
the profit on the sale of a non-strategic
investment. In addition, during the year the
Group incurred costs relating to the Group
Strategy project. See Note 3 for further
details on exceptionalitems and Note 1
for further details on restatement of prior
year comparatives.

On an IFRS basis, reported profit before tax
was £37.0m (2018 restated: £59.2m) with
reported earnings per share of 6.24p (2018
restated: 9.63p) declining by 35.2%, largely
driven by the impact of exceptional items.

Net debt at £152.2m (2018: £165.4m)
reduced due to increased focus across the
business on working capital and capital
expenditure. Our balance sheet remains
strong with a gearing ratio of 1.5 as at

31 May 2019 (2018: 1.5) and net assets of
£451.6m as at 31 May 2019 (2018 restated:
£463.9m).

The Group's three UK pension schemes have
an aggregate pension accounting surplus
under IAS 19 of £36.3m (2018: £33.3m).

Two of the three schemes are fully funded.
As previously disclosed, the remaining
scheme is currently expected to require
deficit funding payments of c.£6.0m per
annum until 31 May 2022, by which point
itis expected to be fully funded.

The UK remains a significant market

for the Group and the impact of the
planned exit of the UK from the EU
remains a risk, particularly in terms of
consumer confidence. Throughout the
year multifunctional teams supported

by external advisors have been focused
across all functions reviewing our consumer
plans, supply chain activities and other
business areas to ensure we will be able

to operate in the event of either an agreed
ora ‘nodeal’ exit.

We anticipate that current economic
conditions in our key markets will remain
challenging. The key focus this year

will be the implementation of our new
strategy, and 2019/20 will be an important
transitional year.

Alan Bergin
Interim Chief Financial Officer
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BUSINESS REVIEW: REGIONAL PERFORMANCE

All growth percentages
are stated in constant
currency and operating
profit is stated and
discussed on an
adjusted basis, unless
otherwise noted.

Revenue at £264.0m (2018 restated:
£264.4m) was in line with prior year,
with operating profit of £57.1m
(2018: £60.8m) declining by 6.2%.

Revenue grew in our Beauty

business due to strong new product
development and joint customer
programmes. This was offset by a
decline in our Greece food business
and to a lesser extent the impact of Q3
trading conditions in UK Personal Care,
reducing the growth reported at the
half year.

Operating profit declined by

6.2%. A strong resultin our Beauty
business unit, driven by an excellent
performance in the US, was offset
by planned increased marketing
investment in the UK behind our
key Personal Care brands.

In UK Personal Care we maintained
our leadership of the hand wash
segment with Carex accounting for
over 36% market share. We remain

a leading player in shower with nearly
20% market share represented by
our Original Source and Imperial
Leather brands. We maintained
strong positions in both the bar

soap and bath segments.

This year we planned and achieved
strong growth in Original Source on
the back of the introduction of a new
bottle (which significantly reduced the
amount of plastic in the packaging)
together with new products such

as Original Source Water Infusions.
Imperial Leather revenue grew in a
very competitive segment, with a
strong performance by our premium

Foamburst product supported by our
partnership with Skinnydip, and trend-
led innovation with Mermaid and the
Funky Prints editions. The Carex brand
remained strong, receiving excellent
support through the successful Merlin
Entertainments consumer campaign,
and the launch of new productsin Q4.

Our Beauty business unit delivered
a strong performance with revenue
and operating profit significantly
up. This was due to a strong core
performance, the success of new
products, significant focus on
e-commerce and wider distribution.

St. Tropez, our premium self-tan

brand, remains the market leader

in the UK and continued to deliver
excellent growth in the US. The increase
in St. Tropez revenue was driven by our
new product development of Purity
bronzing waters, which received an
excellent consumer response. Our
Sanctuary brand returned to growth
supported by wider distribution,
including new online channels and
product developments such as the
skin restage and sleep range.

In Greece, revenue was impacted by a
reduction in prices for edible oils but
operating profit remained solid. Poland
posted good results with operating
profit ahead of prior year.

On an IFRS basis, reported operating
profit was £49.6m (2018: £48.2m)
with the strengthening of currency
driving an improved performance
compared to adjusted operating
profit at constant currency.



ORIGINAL SOURCE:
A BRAND NEW LOOK

We relaunched Original Source in
June 2018 with a new identity in
anew bottle. Anew TV campaign
brought the brand to life with a
compelling message of 'Pack More
In’, with a reach of over 27 million
views. The new-look Original Source
has been well received by customers
and consumers alike. It was the fourth
biggest growing brand in the total
toiletries market in 2018/19'—and
was the fastest growing of the top
ten shower brands at the year-end.?

SANCTUARY SPA:
SPREADING THE LOVE

With the highest loyalty and repeat

purchase ratesin its category,

Sanctuary Spais one the UK's most
loved body care brands. Leveraging
our strength in body moisturisation,

we extended the distribution in
the UK during the year. We are
now building on this momentum
by introducing the Wet Skin
Moisture range to consumersin
new geographies.

ST. TROPEZ - INNOVATION

Leading innovation and investment
in consumer acquisition helped

to double consumer numbers

for St Tropez —and our new Purity
range has attracted new ‘skincare’
consumers to the category.

Our Purity Bronzing Water Gel

uses a lightweight gel-to-water
technology that is non-sticky and
fast-acting, and maintains the tan for
longer. Alongside the Purity Bronzing
Face Mist and Purity Bronzing Water
Mousse this winning innovation
creates the perfect sunless tan.
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BUSINESS REVIEW: REGIONAL PERFORMANCE

MORNING FRESH: EXTENDING
MARKET LEADERSHIP

Morning Fresh is Australia’s

leading manual dishwashing brand.
Itincreased market share for the
fourth consecutive year, and now
commands a 42% value share. Last
year we launched Morning Fresh
Soft Hands, designed to leave dishes
sparkling and hands feeling soft.

Morning Fresh is recognised as
Australia’s most trusted dishwashing
liquid, winning a suite of consumer-
voted awards including Reader’s
Digest Most Trusted Brand. Our focus
on outstanding in-store execution has
also been a key catalyst for growth.

PURITY THAT PROTECTS:
OUR NEWBORN RANGE

Designed espedcially for the very
youngest babies in Indonesia, our
newborn range was launched during
the year. Made with organic olive
oiland natural chamomile —and
containing zero soap or colourants —
the hypoallergenic pH-balanced
range comprises a hair and body
wash, lotion and cream to cleanse and
protect the most delicate skins. ATV
campaign, point-of-sale marketing
and digital activity accompanied the
launch. Free product samples were
provided to 12,000 new mothersin
40 hospitals to introduce new parents
to the brand.



All growth percentages
are stated in constant
currency and operating
profit is stated and
discussed on an
adjusted basis, unless
otherwise noted.

Revenue at £193.0m (2018 restated:
£201.3m) was 1.2% down with
operating profit significantly ahead of
prioryear, growing 13.7% at £20.4m
(2018: £18.6m).

Revenue grew modestlyina
competitive market in Indonesia.

This growth was offset by a small
decline in Australia, mainly due to the
consequences of increasing pricing in
our Home Care category, and increased
competition in our trading business,
primarily in the Middle East.

Operating profitin Indonesia grew due
to the performance of Cussons Baby.
The brand maintained its leadership
position in baby care, with market
share of over 30%. This reflected good
performance from the core products
and new product launches such as
Cussons Baby Happy Fresh and the
Cussons Baby Newborn range. Cussons
Kids continued to be a strong player.

In Australia operating profit also grew
due to an improved focus on mix

and cost base, despite a reductionin
revenue. Morning Fresh continued to
lead the dishcare market with over
40% market share. Rafferty’s Garden
maintained its number one position in
the baby food market with over 30%
market share. We saw some good
progress with St. Tropez, and five:am
delivered a strong brand awareness
campaign, where implementation of
our new Simply range helped to deliver
revenue in line with the previous year.

The performance of our export
business was adversely impacted

by tougher trading conditions in the
Middle East. In contrast, we developed
astronger platform for Rafferty’s
Garden in China and selected other
Asia Pacific countries.

On an IFRS basis, the reported
operating loss was £3.3m (2018
restated: reported operating profit
of £15.0m), due predominantly to the
non-cash impairment of the five:am
Australian brand. See Note 3 of the
Consolidated Financial Statements
for further details.
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BUSINESS REVIEW: REGIONAL PERFORMANCE

All growth percentages
are stated in constant
currency and operating
profit is stated and
discussed on an
adjusted basis, unless
otherwise noted.

Revenue at £232.4m (2018 restated:
£274.1m) was 6.4% below prior year.
This led to an adjusted operating loss
with results disappointingly down on
prior year.

Revenue in Nigeria was impacted by
adverse economic conditions leading

to contraction in the market, down-
trading and increased price competition
as well as delays in supply of raw
materials due to additional port charges
in Lagos, as discussed at the half year.

As aresult, revenue declined in

Home Care, Personal Care and Food
& Nutrition categories. Revenue grew
strongly in our Electricals category,
mainly due to increased sales of our
energy-saving products and well
received consumer campaigns.

Our Nigeria Home Care and Personal
Care categories delivered losses this
year due to revenue reduction and
increased costs driven by external
factors. Nutricima also made a loss,
albeit significantly reduced compared to
the prior year. These losses masked the
solid results in our Electricals business,
which delivered a good operating profit
result despite the impact of additional
Lagos port charges.

Our market shares remain strong
in Personal Care but increased
competition and new entrants
impacted our Home Care brands
at the value end.

In Personal Care, our Premier brand
was impacted at the value end but the
more premium Premier Cool delivered
aresilient performance. Cussons Baby
grew revenue as a result of the success
of our gift packs, as well as our baby oil
and wipes products. The relaunch of
Morning Fresh delivered strong revenue
growth, despite the significant overall
decline of the Home Care category due
to increased competition.

Kenya revenue was slightly below

the prior year, while operating profit
grew as a result of improved margins.
Ghana revenue declined, but operating
profit was ahead of prior year despite

a transactional impact associated with
the devaluation of Ghanaian Cediin the
latter half of the year.

Our investment in PZ Wilmar, which is
equity accounted for, delivered a very
solid revenue performance despite
difficult economic conditions and
continued palm oil supply constraints.
Operating profit improved versus
prior year due to improved margins
and lower interest payments. In the
last quarter we launched our Kings
and Mamador margarine products,
following completion of our new
manufacturing facility.

On an IFRS basis, the reported
operating loss was £2.6m (2018:
reported operating profit of £1.6m)
reflecting the impact of the non-cash
impairment of the Nutricima Nigerian
brand. See Note 3 of the Consolidated
Financial Statements for further details.



MAMADOR - DELIVERING
HEALTH BENEFITS

We believe in creating products that
not only taste great, but provide health
benefits as well. Our Mamador pure
vegetable oilis triple-filtered to ensure
removal of all impurities and contains
Omega 6 and 9 —proven to keep
hearts healthy —as well as vitamins A
and E. Made from a blend of carefully
selected herbs and spices, Mamador
seasoning cubes are available in Classic,
Beef and Chicken variants.

CUSTOMER SERVICE
EXCELLENCE: COOLWORLD

We have a direct interface with
consumers through our CoolwWorld
electrical retail stores. CoolWorld

is West Africa’s leading electrical
retailer, and the principal retailer

of our Thermocool brand. With
outstanding customer service,
product expertise, flexible payment
options, and leading warranty

and unrivalled after sales support,
Coolworld provides a world-class
buying experience, whether in-store
oronline.
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SUPPLY CHAIN

Our business is supported by Flexible, customer-
oriented supply chain operations. These include our
research and development operations, procurement
processes, modern manufacturing facilities and

efficient distribution networks.

OUR TWO GLOBAL FUNCTIONS

GLOBAL

GLOBAL.
PROCUREMENT TECHNICAL

Based in Singapore

Oversees:
R&D
PACKAGING

REGULATORY AND
QUALITY ASSURANCE
IN OUR FACTORIES

OUR THREE REGIONAL SUPPLY CHAINS

Focus on:

DELIVERY LOGISTICS
AND PLANNING

We have two global functions: Global
Procurement, based in Singapore, and
Global Technical, which oversees R&D,
packaging, and regulatory and quality
assurance. Our three regional supply
chain hubs focus on delivery, logistics
and planning.

TECHNICAL

As well as assuring quality and
regulatory compliance, our Technical
function is a key engine in delivering
impactfulinnovation. We have built
R&D and packaging capability and
strong external partnerships to
ensure competitiveness in our selected
consumer and technology platforms.
Through close partnering with our
Category and Brand function, and

by focusing on consumer-insight-led
projects we direct our capability to
deliver great innovation.

PROCUREMENT

Our global Procurement function

is headquartered in Singapore. We
place considerable emphasis on

close collaboration with suppliers
—and apply rigour to the tendering
process, which will help us deliver cost
leadership. By applying critical selection
criteria when identifying potential
suppliers, we are able to mitigate risk,
maximise opportunities and enhance
value creation. With formal planning
processes and key performance
indicatorsin place, we are poised

to realise significant savings in the
year ahead.



MANUFACTURING

We make our products close to the
markets in which we sell them. They
are sourced through a combination of
our own manufacturing facilities and
carefully selected external providers.
Our use of third parties to develop

and manufacture specific products has
increased, bringing us greater flexibility
of production output and enabling us
to maximise efficiencies.

We have three manufacturing facilities
in Nigeria, one in Kenya, two in Asia,
one in Australia, and one in the UK,
each specialising in a different type

of manufacturing.

We operate an ongoing programme
to ensure our own manufacturing
facilities are run as efficiently as
possible, and that margins are
maximised and environmental

targets met. Thanks to aggressive cost
reduction initiatives, our factory costs
and supply chain overheads continued
their downward trend.

DISTRIBUTION

We optimise our regional distribution
activities wherever possible to
maximise cost-effectiveness and reduce
our environmental impact. In Europe

& the Americas and some parts of Asia
Pacific, our products reach consumers
mainly through supermarkets and other
retailers using third-party logistics
providers. In emerging markets, local
knowledge is essential to navigate the
multiple challenges that inevitably arise
in these regions. Hence in both Africa
and Indonesia our logistics model is
tailored to these specific markets.

With few supermarket chains, Nigerian
consumers usually obtain our products
from small stores, individual traders
and ‘wet’ markets. In Nigeria we have
concentrated our efforts on improving
distribution efficiency and reducing
costs; as a result, we have simplified
our operations and significantly scaled
down our depot network. We now sell
to fewer, larger distributors who ship
our products to their point of sale with
the rest of their portfolios.

LOOKING FORWARD

As markets and consumer needs evolve,
we will continue to adapt our supply
chain operations across all categories
and regions to add value and enhance
our competitiveness. Our renewed
focus on cost containment, innovation
and improved service will help to ensure
we remain flexible, fit for purpose and
fully aligned with the Group's new
growth strategy.
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PRINCIPAL RISKS AND UNCERTAINTIES

INSIGHT FOR EFFECTIVE RISK MANAGEMENT

VIABILITY STATEMENT

PZ Cussons has over 130 years of trading history, with

a longstanding tradition of sustainable growth in our key
regions of Europe & the Americas, Africa and Asia Pacific.
Our in-depth local understanding, strong brand position
and robust infrastructure within these markets, allied

to a strong Group balance sheet, enable us to withstand
short- to medium-term political and financial instabilities
that may adversely impact the Group.

The Directors have assessed the prospects of the Group
over a period of three years from the balance sheet date.
Athree year period is considered appropriate for this
assessment because this period is covered by the Group’s
strategic financial planning cycle and it enables a high level
of confidence in assessing viability, even in the extreme
scenarios described below.

Assessment

The business model and strategy as set out on pages 12 and
13 and pages 14 to 21 are central to an understanding of

the Group’s prospects and provide the framework for the
strategic plan, which is reviewed and approved annually by
the Board, including detailed trading and cash flow forecasts
covering that period.

In order to report on the viability of the Group, the Directors:

+ considered the Group’s revenue/profit projections, cash
generation and financing position (including headroom
and covenants on existing facilities); and

 carried out a robust assessment of the principal risks and
uncertainties facing the Group, including those that would
threaten its business model, future performance, solvency
and liquidity.

The viability assessment has two parts:

1. The Directors considered the period over which they have
areasonable expectation that the Group will continue to
operate and meet its liabilities as they fall due; and

2. The Directors considered the potential impact of severe
but plausible scenarios over this period. Alternative
forecasts have been prepared that take account of the
Group's principal risks and uncertainties and the impact
they could have, both individually and taken in aggregate,
on the Group’s performance.

Of these, the most severe but plausible scenarios
(or combinations thereof) reviewed were as follows:

Scenario

A continued economic downturn
in Nigeria leading to sustained

Link to principal risk(s)

Consumer, Customer and
Economic Trends

losses from this market,
combined with anincrease in
funding costs

Treasury and Tax

A material reductionin
profitability in our main markets
of UK (including Beauty),
Indonesia and Australia

Consumer, Customer and
Economic Trends

Areductionin profitduetoa
one-off charge received from a
regulatory body

IT and Information Security
Treasury and Tax

Legal and Regulatory
Compliance

As set out within the Group's risk profile on pages 46 to 49,
the Group has considered the risks in the context of the
UK's proposed exit from the EU. Given the limited impact
expected on the business, this has not been modelled as a
specific scenario for viability but rather considered as part
of an overall risk on consumer confidence impacting UK
profitability in the second scenario.

Findings

The alternative scenarios assumed reductions in revenue,
margin, net profit and cash flow over the three year period.
The scenarios modelled accounted for mitigating actions
that the Group could take, such as a reduction in capital
expenditure, reduction in overhead spend, reduction in the
dividend and increase in financing facilities. In all cases the
Group remained viable.

Conclusion

Based on their assessment of prospects and viability, the
Directors confirm that they have a reasonable expectation
that the Group will be able to continue in operation and meet
its liabilities as they fall due over the three year period ending
31 May 2022.



Our approach to risk management
The Group continues to use the
enhanced risk management process and
strengthened common risk framework
which were introduced last year to
ensure we capture and mitigate risks

as our new strategy is deployed. The risk
management process covers initial risk
identification, including emerging risks
(as detailed below), and assessment of
the gravity of the risk and the extent to
which it can be reduced, and planning
for and implementing effective

risk mitigation activities. We have
developed a well-defined and well-
understood timetable which ensures
we routinely monitor and report the
Group risk profile to the Board, which
has ultimate responsibility for ensuring
effective risk management across the
business. The Board has considered and
approved the risk management policy
and the risk appetite for the Group; a
review of risk appetite is currently in
progress, to ensure that it fully reflects
the new strategy for the Group. The
Board periodically reviews the top risks
identified in the risk register and has
delegated the ongoing review of risk
management effectiveness to the Audit
& Risk Committee (see pages 78 to 83
for further information).

The Audit & Risk Committee assesses
and reviews the effectiveness of the
Group's risk management framework
by routinely receiving from the
Executive Leadership Team analysis and
assessment of the principal risks facing
the Group, to ensure, where possible,
that appropriate action is being taken
to manage and mitigate those risks.
This includes periodic presentations
from those within the business who
are responsible for ‘first line” activities.

The Group operates both top-down and
bottom-up approaches to ensure that
significant strategic and operational risks
are identified. The Executive Leadership
Team performs an assessment of all
principal risks facing the Group including
consideration of any internal or external
risk trends which may give rise to new or
emerging risks. In addition, ‘deep dive’
reviews of specific principal risks are
performed to ensure that the controls
are adequately resourced and are
effective to maintain exposure within
the defined risk appetite parameters.
Each principal risk is owned by an
Executive Leadership Team member.

OUR RISK MANAGEMENT PROCESS

The process and timetable are
replicated at regional business level and
the regional teams report the outcome
of their risk management process to
the Executive Leadership Team. In this
way, the Executive Leadership Team can
satisfy itself that risks are being properly
managed; the process also ensures that
risks which may have a potential Group-
wide impact or dimension are captured
and that best practice in respect of

risk mitigation is shared across the
business. Again, at a regional level each
risk which is identified is owned by a
designated senior member of local
management who has responsibility

for mitigating actions.

The Group Internal Audit function
provides independent assurance to
both the Executive Leadership Team
and the Audit & Risk Committee on

the effectiveness of the Group's risk
management framework and as to
whether sound internal control systems
operate to mitigate these risks.

Our Group risk management processes
are designed to manage rather than
eliminate the risk of failure to achieve
our strategic objectives, and can provide
only reasonable not absolute assurance
against material misstatement or loss.

Identifying and assessing risk
and implementing effective
risk mitigation activities are

essential elements of ensuring
that we are able to deliver

on our strategy.
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PRINCIPAL RISKS AND UNCERTAINTIES

Board of Directors
Defines policy, sets risk appetite and assesses principal risks for the Group. Has overall responsibility
for sound risk management and internal controls.

Audit & Risk Committee
Assesses and reviews the effectiveness of the Group's risk management framework and internal
control systems.

Executive Leadership Team
Ensures that the risk management framework is embedded and operates throughout the Group.
Regularly reviews the regional and consolidated risk registers and ensures that mitigation activities
arein place.

Bottom-up

Regional and Business
Unit Management
Ensures that the risk management framework is embedded at a regional and local level.
Regularly reviews the risk register and ensures that mitigation activities are in place.

OUR RISK PROFILE
Our assessment of our current gross risk profile (i.e. before we take any mitigating actions) is presented below:

RISK HEAT MAP

Change inrisk
Principal risk assessment in year

-

Consumer, customer and economic trends
IT and information security
Sustainability and environment

Legal and regulatory compliance

Talent retention
Business transformation
Consumer safety

Supply chain and logistics

Impact (Gross)

000000000
06060000000

Treasury and tax

Likelihood (Gross) - —

Key
Change in risk assessment in year Q Unchanged o Increased o Reduced



OUR APPROACH TO
EMERGING RISK

In line with our early adoption of

the 2018 Corporate Code, we have

a particular methodology to identify
emerging risks, which is important

as we execute our new strategy.

New and emerging risks are identified
ina number of ways:

* twice ayear, the Executive
Leadership Team reviews the key
strategic objectives of the business
specifically in the context of risk,
with each member of the team
considering the key milestones which
must be achieved to successfully
deliver the strategy and undertaking
a holistic review of the risks which
might arise or impact upon these.
Potential new and emerging risks
are reported to the Board and
considered during its bi-annual
reviews of the Group risk register;

 informulating and evolving the
Group risk register, the Executive
Leadership Team and the Board
take into account the principal risks
identified by individual regions and
business units to determine whether
there are any new risks which require
Group-wide focus and mitigation;

 atitsannual strategy session the
Board assesses any emerging risks
(or opportunities) which might
arise and which should be taken
into account when formulating and
executing strategy in the future; and

+ these processes are informed by
regular discussions with the Group's
network of external advisors
including its lawyers across all
relevant territories, accountants
and tax advisors, internal audit
partners, insurance brokers, health
and safety advisors, and sustainability
and PR advisors. External advisors
are encouraged to conduct regular
‘horizon scanning’ exercises to
identify emerging issues, trends
or changes which might be of
relevance to the Group's activities.
The Company is also a member of
various trade and industry bodies
across the world and leverages the
experience of its peers and external
industry experts.

CHANGES TO OUR GROSS
RISK PROFILE

On a continuing basis, we assess,

on a gross basis (i.e. before we take
any mitigating actions), whether the
principal risks facing the Group are
‘increasing’, showing ‘no change’ or
‘decreasing’ compared to prior year.

Those risks that we believe are currently
most prominent or increasing in profile
to the Group are:

« Consumer, customer and economic
trends: as noted in both the Chair’s
Statement and Chief Executive
Officer’s Review/Q&A, the year
has been particularly challenging
in our largest markets, Nigeria and
the UK. We believe these factors
will not decrease in the short term
and therefore maintain an elevated
risk status;

 ITandinformation security: as
highlighted by an in-depth internal
audit review of information
security which was undertaken
during the year, the prevalence and
sophistication of cyber security
incidents across all sectors and
companies continues to increase.
Consequently, there is an increased
risk of disruption to our operations
and/or unauthorised access and
misuse of our sensitive information
as a result of our systems
being attacked;

« Sustainability and environment:
the focus on the environmental
and human safety implications
of plastic pollution continues to
intensify in many of the countries
where we operate, as does concern
regarding climate change. Whilst
our Good4Business approach offers
opportunities for competitive
advantage, the risk of adverse
consumer reaction, increased cost
or regulatory penalties continues
to rise; and

Legal and regulatory compliance:

as part of our routine refresh of

our Anti-Bribery and Corruption

risk assessments as required under
the UK Bribery Act, we engaged
ourinternal audit co-source
assurance partner to review our
control framework and identify any
further actions which could be taken
to mitigate related risks. Whilst this
will assist us to continue to reduce
the ‘net’ risk to the Group, increasing
regulatory activity means that the
gross risk (i.e. before undertaking
mitigating actions) has increased
slightly year on year.
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Risk

CONSUMER,

CUSTOMER AND

ECONOMIC
TRENDS
Link to strategy
1.2 3 5

IT AND
INFORMATION
SECURITY

Link to strategy
4

SUSTAINABILITY

AND
ENVIRONMENT

Link to strategy
1 6

LEGAL AND
REGULATORY
COMPLIANCE

Link to strategy
4 6

Description of risk

In an environment where consumer
preferences and behaviours are
changing more rapidly, and the
channels by which our consumers
purchase our products evolve, there
is a risk that we neither meet our
consumers’ needs nor ensure that our
brands are well presented and easily
available to purchase.

In addition, we operate in a number
of markets that are exposed to
elevated economic and political
volatility that can impact our
consumers’ purchasing ability.

We communicate with our customers
and suppliers electronically and our
manufacturing, sales and distribution
operations are dependent on reliable
IT systems and infrastructure.
Prolonged disruption to these systems
could have a significant negative
impact on the performance of the
Group. Additionally, cyber security
threats are becoming more prevalent
and sophisticated in nature, which
could lead to unauthorised access

to our systems and loss of sensitive
information.

The need to find more sustainable ways
of doing business is vital. Thisincludes
ensuring the raw materials we need
are responsibly sourced and efficiently
used and that we are responsible and
an integral part of the communities in
which we operate. Failure to do so risks
alienating key stakeholders, including
consumers and customers, and
damaging the goodwill in our brands,
with consequent limitation of our
ability to grow and create value.

We are subject to a wide spectrum of
legislation, regulation and codes of
practice that can vary between the
geographies in which we operate.
Examplesinclude product safety,
competition, Anti-Bribery and
Corruption, health & safety and
employment. Failure to adhere to
such laws and regulations can result
in reputational damage, as well as
significant fines and the possibility
of criminal liability.

PRINCIPAL RISKS AND UNCERTAINTIES

Measures to manage risks

We continue to actively listen to our consumers via social listening, market
research and shopperinsights to ensure that our product development pipelines
respond rapidly and meet our consumers’ needs. This is particularly importantin
respect of the key focus brands which will drive our future growth.

We continue to focus on maintaining strong relationships with our existing
customers and our revised strategy requires us to also develop relationships with
new customers, ranging from centrally managed large ‘modern’ retailers to small
‘traditional’ traders accessed via distributors in developing countries. Our long-
established history of operating in these markets has allowed us to develop a deep
understanding of our consumers and to evolve our product portfolio accordingly.

Joint business plans are in place with our key customers, with agreed KPIs that
are subject to regular monitoring and performance reviews.

Our strategy continues to be to operate across a number of both developed
and developing markets and therefore we are able to mitigate, to a degree,
regionalised risks. During FY20, we will also further evolve our e-commerce
channel to ensure we maximise our exposure to new generations of consumers.

We have also specifically considered risks in the context of the UK’s proposed
exit from the EU. During the last year we have been working closely with

our customers to prepare for and implement contingency plans to ensure
supply continuity in the event of a 'no deal’ Brexit. We have secured additional
warehousing capacity within the UK to allow for increased stockholding of
finished goods over the key risk periods.

A centrally governed IT function continually monitors known and emerging
threats that may impact us.

As detailed in the Audit & Risk Committee report, during the year the business
undertook an in-depth externally facilitated Information security review to
ensure our controls remain robust; as a result we further developed our IT policy
suite and training and awareness programmes to our employees to ensure both
business and personalinformation remain protected.

Processes continue to be maintained to ensure that our critical data is backed
up and recoverable and our ongoing investment in upgrades/patches of our
systems and the applications we use ensures their security and reliability. We
routinely test our systems to ensure that they remain robust.

Our Good4Business strategy and, in particular, our Environment, Sourcing

and Community & Charity programmes, which are led and monitored by the
Good4Business Committee, ensure that we understand and take account

of the environmentalimpact of our operations and that we proactively seek
opportunities to align the interests of our key stakeholders and create value for all.

This includes taking account of the human rights of all those working within our
supply chain and in local communities.

In particular, during the year we launched initiatives to address two of the
gravest threats to the planet: plastic pollution and deforestation. Our Plastic
Promise is a global commitment to reduce the use of plastic across our business
whilst our 2020 Palm Qil action plan will help us meet our goal that by 2020 100%
of the palm oil which we use comes from producers which are independently
verified to be NDPE (No Deforestation/no Peat/no Exploitation) compliant.

Our legal, regulatory and safety specialists at both Group and regional level
monitor and review the external legal and regulatory environment to ensure that
we remain aware of and up to date with all relevant laws and legal obligations.
They are also supported by a network of external experts who can be engaged
asrequired. Thisis particularly important in developing countries where changes
in the law can be sudden and unpredictable.

During the year we engaged our external co-source assurance partner to
complete our annual Anti-Bribery and Corruption risk assessment as required
under UK Bribery Act 2010. As a result, we are further enhancing our controls
and employee training to ensure all measures are taken to prevent bribery and
corruption throughout the organisation.

In addition, we operate a confidential global whistle-blower hotline,
called ‘'Speak Up’, details of which are widely communicated and available
toallouremployees.

In the context of the UK's proposed exit from the EU, there is the potential that
a‘no deal’ Brexit could render UK-held Registaration, Evaluation, Authorisation
and restriction of Chemicals (REACh) registrations invalid for sale of products
in the EU. In order to mitigate this we are transferring the registrations for UK
products to an EU27 representative to allow future supply into the EU.



Risk Description of risk Measures to manage risks
% We recognise that in order to deliver We regularly review our reward programmes, and as detailed on page 29,

sustained growth, we require the we have introduced a behaviour/value framework to ensure our culture
best calibre people. Failure to attract, provides an attractive employment proposition to current and prospective
develop and retain the correct future employees.
comb|Anat|on ofapprgpnately guelhfred, Attracting key talentin some regions remains a challenge but our global
rperiznezd endimeiialiod cmployces appraisal and employee management process helps us to identify training

TALENT couldje.opar.dme. AT e EeT requirements and validate succession plans, as well as identify our future

RETENTION strategic objectives.

Link to strategy

©

leaders and critical talent that needs to be retained within the business.

BUSINESS

TRANSFORMATION

Link to strategy

®

During the year we recalibrated our
strategy to best reflect opportunities
to differentiate our consumer
proposition. We will continue to
leverage additional cost synergies as
we execute the strategy; however,
there s a risk that failure to execute
these initiatives effectively could result
inunder-delivery of the expected
benefits and consequently impact
the return we are able to make to

our shareholders.

Dedicated programme management teams have been established that include
Executive Leadership Team members, who conduct in-depth analysis of progress
and make regular reports to the Board.

CONSUMER
SAFETY

Link to strategy

©

The safety and quality of our products
is of paramount importance to us

to ensure the well-being of our
consumers. A failure in the practices
we adopt to ensure product safety
may resultin reputational damage,
significant financial loss from product
recalls and fines from regulators
together with possible criminal
liability for the Group.

We apply robust quality management standards and systems, rigorously
monitoring them throughout all stages of the supply chain. This applies not only
to our own production facilities but to our third-party manufacturers as well.

We also maintain a dedicated consumer complaints hotline. Any incidents
relating to the safety of our consumers or quality of our products are actively
investigated to ensure that timely and effective action is taken.

SUPPLY CHAIN
AND LOGISTICS

Link to strategy

®E

Our production and distribution
facilities could be severely impacted by
adverse events, such as a failure of a
key supplier, a health &safety incident,
or an environmental failure.

We undertake a rigorous selection process prior to engaging with new third-party
suppliers and perform ongoing audits and performance monitoring to ensure
that contracted standards are being maintained or exceeded. We use multiple
suppliers where possible.

Our dedicated Group Procurement team has specialist knowledge and
understanding of key raw materials and commodities markets and our
systems allow us to review forward requirements and to obtain value.

In the context of the UK’s proposed exit from the EU and in order to ensure
continuity of supply for our customers, we are working closely with our supply
partners to build stock of critical raw materials and packaging within the UK close
to our manufacturing operations. This seeks to ensure the smooth running of
manufacturing and secure supply should there be any delays or disruption at
ports foritems sourced from Europe.

TREASURY
AND TAX

Link to strategy

®

The international nature of our
operations gives rise to both
transaction exchange rate risk
and translation exposure when
the results, assets and liabilities of
foreign subsidiaries are translated
into Sterling.

In addition, in the event of tax
authority challenge to a filed tax
position in ajurisdiction in which we
operate, there is a risk of an unplanned
charge and resulting cash outflow.

We maintain an established Group Treasury function and our Group Treasury
Policy defines our non-speculative approach to the management of foreign
currency exposures.

Transactional currency exposures are managed within prescribed limits with
short- to medium-term forward exchange contracts taken to reduce our
exposure to fluctuations.

A Group Taxation Policy is in place (available on our website), which defines the
way in which we conduct ourselves with respect to our tax affairs.

Ourin-house taxation expertise is also complemented by the use of specialist
tax consultants and advisors to ensure compliance with all local and international
tax regulations and treaties.

Link to strategy

@OE®EE

Continue to operate more efficiently and contain costs
Dispose of non-core brands

Leverage our market-leading brands with a focus on Personal Care and Beauty
Deliver growth through existing and selected new geographies and channels that can scale
Simplify Nigeria organisation and activities and invest in Haier and Wilmar partnerships

Embrace CANDO! culture and integrate Good4Business principles in all we do
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NON-FINANCIAL INFORMATION

We aim to comply with the non-financial reporting requirements
contained in sections 414CA and 414CB of the Companies Act 2006.

A summary of our relevant policies and outcomes, together with
references to where further information and KPIs on these areas

can be found, is detailed below. Details of our business model can

be fFound on pages 12 and 13 and our principal risks on pages 44 to 49.

BUSINESS GOVERNANCE AND ETHICS

We are committed to compliance with relevant laws and
regulations in all the countries where we do business and
we do not tolerate corruption in any part of PZ Cussons.
We operate in a business environment which is carefully
curated to be open, honest and fair with our suppliers,
customers and business partners. We show respect and
integrity in our dealings with all our stakeholders in the
active pursuit of our Good4Business values.

The safety of our consumers is of paramount concern and
we will never compromise this, applying our own standards
and protocols in excess of local requirements where we feel
thisis necessary in order to ensure consumer safety or to
respond to consumer concerns.

The policies and standards which govern our approach include:

» Our Anti-Bribery and Corruption Policy
» Our Modern Slavery Act Statement

» OurSupplier Code of Conduct

» Our ‘Speak Up' whistle-blower process
» Our Animal Testing Policy

> SEEPAGE 52

THE ENVIRONMENT

We recognise that business has an impact on the environment.
As such, we have an obligation to play a part in conserving

the planet’s precious natural resources and in safeguarding
the environment for future generations as well as ensuring
that we limit any negative impact on our communities

and our customers. We measure and disclose various data

in respect of our environmental performance including

carbon emissions, water usage and landfill waste, and we

are committed to future disclosure of information relating

to our use of plastic across the business.

The policies and standards which govern our approach include:

* Our25by25Plastic Promise
+ The PZ Cussons Environmental Policy
» Our participation in the Carbon Disclosure Project

> SEEPAGES 53 AND 54

SOURCING

We recognise that, for certainingredients, the biggest
environmentalimpacts lie outside our direct manufacturing
operations. We will establish strategies to address our usage
of commodities which may be identified as contributing to
significant deforestation, including palm oil, paper and pulp,
and to ensure that our use of finite resources is efficient. We
are committed to sustainable and ethical farming practices
within our palm oil plantation business and have set ourselves
the target of sourcing 100% of our palm oil from producers
whose entire operations have been independently verified
as compliant with NDPE standards by 2020.

We are committed to delivering globally consistent and
excellent standards of health & safety in respect of all of
our employees, contractors, visitors and suppliers.

The policies and standards which govern our approach include:

» Our PZ Cussons Palm Qil Promise
» Our 2020 Action Plan

» OurSupplier Code of Conduct

» Reporting of health & safety KPIs

> SEE PAGES55AND 56

COMMUNITY AND CHARITY

We are committed to being a force for positive change

in society. Helping and supporting our local communities
and improving the living conditions and life chances of our
neighbours are a key feature of how we do business around
the world.

> SEEPAGES57

Find out more about our policies at
WWW.PZCUSSONS.COM
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GOODA4BUSINESS

ETHICS AND OUR VALUES

Our Good4Business ethics and
principles apply to all our Group global
operations and to every Board member
and employee. We encourage and
motivate everyone in the business to
use these principles in their day-to-day
working lives.

We operate in an open, honest and fair
way with our suppliers, customers and
business partners. We show respect
and integrity in our dealings with all
our stakeholders in the active pursuit
of our G4B values.

We do not tolerate corruptionin

any part of PZ Cussons. We regularly
review our activities across the Group
to ensure that we are fully compliant
with the UK Bribery Act, the Corporate
Criminal Offence of failing to prevent
the facilitation of tax evasion and other
relevant legislation around the world,
and also that we are living up to our
CANDO! and G4B values in every part
of the Group.

During the year, we completed a
comprehensive risk assessment exercise,
working with external advisors, to
ensure our continuing compliance in all
of our operations. Building on that, we
are presently rolling out a revised global
Anti-Bribery and Corruption Policy

and ensuring that all of our employees
understand what is expected of them
and how to manage any issues which
they experience in their working lives.

CONSUMER SAFETY

We put consumer safety first and will
never compromise on it. The sectors
which we operate in are generally highly
regulated and we ensure that we are
fully compliant at all times with local
and international regulations. Where
we feel that it is appropriate, we will
apply our own standards and protocols
in excess of local requirementsin
order to ensure consumer safety or

to respond to consumer concerns.

We regularly review the ingredients
used within our range of global
products. Our Materials of Concern
Committee monitors the materials
which we use in the light of evolving
scientific evidence, regulatory
opinion and the views and concerns
of our consumers. Where the science
supports the safe use of an ingredient
but there are consumer concerns,
we take this into consideration and
aim to find alternative ingredients.
To help us make informed choices,
we participate actively in responsible
trade associations, professional
societies, regulatory authorities and
consumer groups.

During the year, our Materials of
Concern Committee has reviewed (and,
where appropriate, initiated appropriate
action in respect of) a number of issues
and materials including:

* in line with our Plastic Promise,
proactively removing PVC from all
our global gift packs because of its
potential environmental impact;

+ identifying alternative hair and skin
care technologies which enable us to
proactively and voluntarily phase out
the use of silicone D5;

« reviewing our quality procedures for
sourcing talc;

» responding to the consumer demand
for ‘clean beauty’ products, for
example offering the consumer
choice by providing products
which do not contain SLES (Sodium
Lauryl Ether Sulphate), parabens or
silicones; and

 deploying technical documentation
systems which give us real-time
access to material usage across our
Beauty product portfolio.

AGAINST ANIMAL TESTING

We are against all forms of animal
testing in the development or
marketing of our products. We do

not test ingredients on animals. We

do not commission or request any

of our suppliers or associates to test
ingredients or our products on animals.

It has been some years since animal
testing on cosmetic products and
ingredients in European Union countries
was prohibited. We fully support the
stance taken by governing bodies, such
as the European Union, and the changes
being made in this direction in other
regulatory environments in China, India,
the US and elsewhere to eradicate

the use of animals in the testing of
cosmetics globally.

To safeguard our consumers, we
recognise the need for reliable, fully
validated non-animal testing methods
and we support the charity FRAME
(Fund for the Replacement of Animals
in Medical Experiments). We help

to fund theirindependent research
activities and support their campaign
for better science and the advancement
of non-animal methods, which we
believe will benefit the whole cosmetics
and household products industry.



PLASTIC

We recognise the need for us all to do
something about the proliferation of
plastic packaging, particularly single-
use packaging, in all parts of the world.
Like most businesses in our sector, we
use plastic across all of our categories
and we understand the responsibility
which we have —to our consumers and
our local communities — to play our
partin providing a solution to this issue.
We also recognise that, increasingly,
consumer choices and habits are driven
by environmental and social concerns
and that our brands can and must
respond to this and have ‘social purpose’
at their core if they are to thrive in the
future. Proactively addressing the issue
of plastic pollution makes the business
more resilient in relation to actions which
governments, NGOs or our customers
may take in the future.

As we have reported previously, we
have been reducing plastic across the
whole Group for many years. Over the
past 12 months we have taken the
opportunity to step up our efforts and
to drive a genuine transformation of
our approach to plastic.

In June 2018 we launched our ‘25 by
25' Plastic Promise. This commits us,
by 2025, to:

» reduce the amount of plastic we use
by 25%;

« ensure 100% of any remaining plastic
we use is reusable, recyclable or
compostable; and

» use at least 30% recycled materials in
all our plastic packaging.

Our Plastic Promise builds on the
significant work we have already
undertaken to reduce plasticin our
products. Through light-weighting bottles
and introducing refills, over recent years
we have reduced plasticin our business
by hundreds of tonnes across Europe
&the Americas and Asia Pacific. We are
now redoubling our efforts to reduce
our use of plastic by identifying more
projects to optimise structural and
material design to eliminate unnecessary
packaging materials, as well as looking at
more innovative ways of delivering our
products without relying on plastic.

Whilst our Plastic Promise is driving
change across all brands and categories,
we are prioritising those areas within

the business where our current use

of plasticis the greatest. We are also
seeking out opportunities to deliver
additional product benefits to consumers
by providing new packaging solutions,
creating a closer bond with consumers by
acting on anissue which is clearly of real
concern to them. In this way, we can make
a positive impact on our environment but
also reduce cost and protect and enhance
brand equity. Identifying and addressing
these ‘sweet spots’is an example of

how our Good4Business approach, in
which we seek to understand and align
the interests of all our stakeholders, is
creating shared value for all.

Brands like Carexin the UK are already
driving significant reductions in plastic
and fundamental changes in consumer
behaviour in our category. Sales of our
refill pouches—enabling consumers to
reuse their current bottles —are growing
by over 240% year on year, reflecting
consumers’ clear wish to reduce plastic
in their households. Our 500ml refill
reduces plastic by 75%, while our 1000ml
refill uses 80% less plastic — driving our
refill business resulted in a reduction of
4.2m pumps last year.

Looking forward, this year we are
focused on ensuring that our bottles are
fully recyclable. This will help us achieve
our commitment that any remaining
plastic in our business is either reusable,
recyclable or compostable. We are also
launching bottles containing 30% post-
consumer recycled material, in line with
our global target.

Our detailed road maps for UK

brands like Carex enable us to drive
our Plastic Promise more quickly
across other markets including in
those countries where the level of
consumer or customer concern is not
currently as high, but which we believe
willinevitably follow suit over time.
Additional priority areas for us include:

+ our Cussons Baby business
in Indonesia;
« plastic containers used in our
PZ Wilmar business in Nigeria;
» ourwipes business; and
* our Beauty brands.

Our Plastic Promise is also driving
innovation across our categories as we
explore ways in which we might deliver
our products to consumers without
using any plastic. Our teams have
identified novel packaging solutions
and potential new products which we
will be trialling this year. Again, they
will allow us to significantly reduce our
plastic footprint, while also opening up
new commercial opportunities for us
and further developing our relationship
with consumers and customers.
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GOODA4BUSINESS

ABSOLUTE REDUCTION / (INCREASE) YEAR ON YEAR

IWATER:

CARBON:

IWASTE:

WATER, CARBON AND WASTE

We care about how our business may
impact the environment, from the
way we manufacture products and
bring them to market to the way in
which consumers use them. We are
focused on a programme of constant
improvement within our global
operations, and committed to yearly
reductions in our water and carbon
consumption and waste generated.

Water

The Group operatesin a number of
environments which experience water
scarcity. Water is also an important
component of many of our products
and manufacturing processes. In the
circumstances, water conservation

has been a key Good4Business
environmental focus for the Group

for some years and we have reduced
consumption by millions of tonnes over
that period. As part of our continuous
improvement programme, water
reduction objectives are incorporated
into the operational plans of every
factoryin the Group. Principally, thisis
achieved though detailed mapping of
water usage, focused improvements

in operating methods and targeted
investment in water-saving technologies.

In this way, we have been able to reduce
our global consumption by around a
quarter this year—both in absolute terms
and per tonne of production. This builds
on annual reductions of 7%, 16% and
34% achieved over the last three years.

Our factory in Aba, in the east of
Nigeria, has again led the way in

finding innovative solutions. Previously,
a borehole pump had to operate
continuously to service the domestic
demand of our residential compound.
The installation of elevated water
storage tanks this year has enabled us
to turn off the pumps at the weekend.

We have also been able to reduce
water consumption at our UK Head
Office by 63% year on year through a
combination of new equipment and
changes in working practices.

Carbon

All of our factories incorporate

energy reduction objectives into

their operational plans, mapping

and identifying energy-intensive
processes and implementing reduction
projects via a continuous improvement
programme. Reducing the amount of
energy we use obviously reduces carbon
emissions, but also reduces our running
costs. This is particularly important

at more energy-intensive factories
such as those at Aba, and Tangerang

in Indonesia, and we have completed
detailed energy audits at those sites
during the year to provide medium-
term road maps for energy reduction.

Our Agecroft and Aviator Way sites
in the UK have been using 100%
renewable power since June 2018.

Carbon Disclosure Project

The Group has been a participantin
the Carbon Disclosure Project (CDP)
for over ten years, currently reporting
our Scope 1 and 2 emissions. CDP is
an internationally renowned not-for-
profit organisation which provides
anindependent global system for
companies and cities to measure,
disclose, manage and share vital
environmental information.

This year, we were graded B- by CDP,
indicating effective management of our
environmental impact —our best score
since we commenced participation.

Waste

The total amount of landfill waste
generated by the Group has gone up
this year. This is principally because of
our Nigerian palm oil joint venture, PZ
Wilmar, whose production volumes for
the business have increased by around
9%. This, in combination with a change
in the mix of sourced oils, has resulted
in an increase in landfill waste per tonne
of production of 18%. We are urgently
seeking to identify alternative non-
landfill disposal routes.

Excluding the PZ Wilmar joint venture,
the Group performance has been very
positive. Waste per tonne of production
has decreased by 13% year on year,
building on reductions of around 75%
over the last two years.

One focus this year, particularly at

our Thai soap factory and at Aba,

is on wrapper waste. This requires
underlying improvements in supplier
quality and our own manufacturing
techniques, but results in both reduced
environmental impact and cost benefits
to the business.

In Indonesia we have worked to improve
our waste segregation so that a greater
proportion of factory waste is being
recycled rather than landfilled.

We have ensured that our UK head
office practises what it preaches. During
the year, as we launched our Plastic
Promise, we also introduced full waste
segregation initiatives to eliminate
waste from our offices and maximise
recycling of tins, plastic and glass.



PALM OIL

Last year, we published an action plan
to meet our 2020 No Deforestation
/No Peat /No Exploitation (NDPE)
commitments on palm oil.

Part of our Good4Business strategy to
drive positive change in society, our Palm
Oil Promise sets out clear timebound
goals to help address one of the most
important sustainability issues facing
our planet: deforestation.

Palm oil is one of the most widely used
vegetable oils in the world and can be
found in nearly 50% of the packaged
productsin our supermarkets. The
increasing demand for palm oil has
resulted in the destruction of natural
habitats, particularly in south-east Asia,
as local growers have rushed to plant
and grow new plantations. PZ Cussons
is not a huge consumer of palm oil—
we use less than 0.001% of the world's
supply. However, we hold ourselves
accountable for the palm oil which we
source and we are fully committed to

playing our partin the reform of the
industry. Our 2020 Action Plan builds on
the commitments we made in our 2014
PZ Palm Oil Promise and the progress we
have made since then.

Although transformation of the palm
oilindustry is extremely challenging,

we do not believe that switching to an
alternative ingredient would have a
positive impact, as alternatives such as
soy or vegetable oil require more land to
produce the equivalent amount of oil.

Instead, our action plan focuses on
how we are going to deliver on our
commitment to source 100% of our
palm oil from producers whose entire
operations have been independently
verified as compliant with NDPE
standards by 2020. That way, our
consumers can be assured that the
products which they love are not
causing deforestation anywhere in the
world. The plan establishes 12 detailed
goals against five strategic objectives,
focusing on governance, traceability,
transformation, transparency and
leveraging PZ Cussons’ unique position
in Nigeria to drive NDPE compliance.

We are really pleased with the progress
we have made since publishing our 2020
Action Plan in October last year, but we
recognise that we still have a way to

go on some of our goals. For example,
we have developed an outline plan to
address the regeneration of cleared
forests, but finalising this remains work
in progress and is a priority.

Understanding where our palm oil
comes fromis a critical first step in
delivering on our Palm Qil Promise. We
can currently trace 92% of our crude
palm oil and palm kernel oil back to the
mill and, whilst we have not yet hit our
interim goal of 80% traceability for palm
oil derivatives, 90% of our derivatives
are supplied by suppliers with NDPE
commitments aligned with ours. We are
in final-stage discussions with two key
derivative suppliers and are confident
that we will meet our interim goal of
80% traceability very shortly.

We recognise that we are not able to
meet our commitments alone, which
is why we are working closely with

our direct suppliers, our joint venture
partners and with NGOs. Our starting
pointis to shift our sourcing towards
suppliers who can demonstrate that
they have credible systems to monitor
the producers in their supply chains and
hence ensure they are fully compliant
with NDPE standards throughout
their operations.
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GOODA4BUSINESS

One of the most significant steps
forward we have taken is the selection of
Starling and Kumacaya to independently
verify compliance across our global
supply chain. Starling, created by our
NGO partner Earthworm Foundation
and Airbus, uses a combination of
high-resolution imagery and radar data
to provide monitoring of land cover
change, focusing on forest cover loss. It
is a private and independent tool which
allows us to monitor the implementation
of our No Deforestation Policy and
ensure that none of our suppliers are
causing deforestation. With sharp
accuracy and detailed resolution,
Starling's reference maps differentiate
between production forests which
include palm plantations, natural forests
and other areas. Kumacaya (the name
comes from the words for 'talk” and
‘trust’ in Bahasa and local dialects)
provides independent monitoring

of social and environmental issues

by local people.

We have also begun transformation
work by implementing Earthworm
Foundation’s High-Impact Supplier
Programme. This will address identified
non-compliance and drive change in
local communities. We look forward

to reporting on the outcomes in

future years.

Finally, in Nigeria, where the oil palm
is indigenous and grows naturally, PZ
Cussons is working alongside our joint
venture partner Wilmar to support
the development of Nigeria’s palm oil
industry in line with NDPE standards.
For example, we are working with
local banks to create access to finance
for smallholders with verifiable land
titles to invest in revitalising old and
inefficient plantations.
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2014/15  2015/16  2016/17
Fatalities 0 0 0
LTI/yr 14 7 15
LTIFR 0.17 0.12 0.29
AAIFR 1.87 2.08 3.09
HEALTH & SAFETY

We regard health & safety as a
fundamental business responsibility
and the Group's health & safety
performance and its regulatory
compliance are scrutinised at all
meetings of the Group’s Executive
Leadership Team and the Board.

Our business spans diverse geographies
with differing levels of regulation and
we are committed to delivering globally
consistent and excellent standards

of health & safety in respect of all

of our employees, contractors and
visitors. To that end, our operations
meet local rules and regulations but
also comply with our robust Group-
wide standards, which invariably
exceed local law. We employ a team of
health & safety specialists to develop,
monitor and implement best practices
and we empower and encourage our
employees to identify and report
hazards or near misses.

We have made further progress
towards achieving international safety
certification for all our sites around the
world. All but one of our manufacturing
sites are now accredited to the
internationally recognised occupational
health & safety management system
OHSAS 18001, and all sites are presently
working towards the new best practice
safety standard ISO 45001.

REPORTING OUR PROGRESS

The business tracks and reports on key
health & safety performance indicators,
enabling us to review our progress,
identify any issues and trends and
develop strategies to address areas
forimprovement. We follow industry
practice and focus on the All Accident
Incident Frequency Rate (AAIFR) which
includes: all reportable incidents, all
Lost Time Incidents and all First Aid
Cases, i.e. incidents which resultin the

Change
from Change
2011/12 year on
2017/18 2018/19 baseline year
0 0 0 0
13 8 (25) (5
0.26 0.13 (0.28) (0.13)
217 2.13 n/a (0.04)

employee being given first aid. We also
continue to track and report the Lost
Time Incident Frequency Rate (LTIFR).
Lost Time Incidents include all health

& safety occurrences which result in
one or more days’ absence from work
(excluding the day of the incident).

The frequency rate for both measures
is calculated as the number of incidents
per 200,000 hours worked.

WORKING WITH SUPPLIERS

Itis critical to us, particularly as we
continue to increase our use of third-
party manufacturers to develop and
make specialist products, that our
suppliers, contractors and partners
share our values and live up to the
high ethical standards which we set
for ourselves. To some extent, our
reputationisin their hands and so we
take great care to understand how
third parties work whenever we are
considering establishing or continuing
business relationships.

We set out our expectations of our
suppliersin a Supplier Code of Conduct.
This lists a number of mandatory
requirements (covering a range of
Good4Business values including Anti-
Bribery and Corruption, sustainability
(including alignment with our positions
on plastic and palm oil), fair treatment
of workers, health & safety, modern
slavery and animal testing). During the
year, we have continued to engage with
our suppliers in respect of compliance
with our Code and we have developed
robust process flows to ensure long-
term alignment with our values and/or
termination of relationships with non-
compliant suppliers where appropriate.



We are committed to helping and
supportin